EDITORIAL FEATURES—As is our 
usual custom, our aim in this issue is 
to give the reader a preview of the com- 
ing convention. Year after year the 
“Canning Trade’s Convention Program 
Issue” has been proclaimed a standout in 
the publishing field in this respect. In 
addition it is our custom to bring read- 
ers feature articles on the important con- 
siderations of the day. 


Sales Managers will want to file the 
summary of the NCA Consumer and 
Trade Relations Program. From where 
we sit it has been a “colossal” undertak- 
ing. For a first year effort, it’s “stu- 
pendous” (If that’s bigger than colossal) 
... Mr. Sorenson’s “Guinea pig” article 
outlining how small canners can join to- 
gether and sell under one label is es- 
pecially timely—and convincing. We are 
proud to pass it along ... Now that the 
addition of Monosodium Glutamate is 
permissible in canned vegetables it 
should be investigated thoroughly .. . 
For several months now we have prom- 
ised readers to pass along the results of 
an important study investigating the ad- 
vantages of treating cans to preserve 
their exterior brightness. Here it is, and 
it looks exceedingly promising ... Un- 
questionably the pesticide problem will 
cause many a headache this coming sea- 
son, “Tech Speaking” editors offer a sug- 
gestion that should prove most helpful 
in keeping these headaches to a mini- 
mum. 


OTHER CONVENTION BUSINESS— 
There will be many other meetings and 
activities not listed in this issue that 
canners will want to attend. They’re not 
listed because the information has not 
yet been made available. For instance, 
there’s little question that the Associated 
Independent Canners will be busy what 
with the coming corn promotion. Corn 
canners will probably be hearing from 
them at the convention, if not before. 
Your state secretary will probably have 
the dope by that time. Contact him, Can 
Manufacturers Institute headquarters, 
or the writer. The Tomato session is 
listed as is the Pickle meeting. Kraut 
packers will also very probably have 
something doing. Don’t forget the cherry 
pie bake at the Morrison. NCA has left 
Tuesday and Wednesday open. Chances 
are the special meetings will be held on 
those days. 
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WHY A CONVENTION ?—Every once in a while the writer has that 
question put to him, “Why should I go to the convention? I have things to do”. 
—This year it seems, more than ever. Granted that the last half of February 
is a bit late to hold a convention, and granted that the canners of at least uwo 
important vegetables are not exactly flushed with money this year, the question 
never fails to take the writer by surprise. So much so in fact, that our answer 
is something less than convincing. 


Reasons for going to a convention will vary according to just how the 
individual ties in with this grand old business of canning. Then too, they will 
vary with the personality of the individual himself, but let’s try to be objective 
in considering just what a small canner can expect to get out of attendance at 
a national convention. First of all it seems a bit short-sighted, to put it mildly, 
that having decided to attend the convention, more canners do not spend a few 
extra hard earned sheckels to rub shoulders with customers, meeting in the 
same city a few days prior to the opening of the canners meet itself. That’s 
a bit difficult to understand. A coca-cola here and there would do wonders, 
especially if it were a yearly habit. Could be that even a few new customers 
might be cultivated. 


Pretty much the same thing goes for brokers. A hundred letters would 
not take the place of one good solid heart to heart talk with these gentlemen. 
Conferences at the convention save the expense of a special conference. If 
you’ve nothing to say to him personally, or are not interested in getting his 
“face to face” viewpoint, then there’s something wrong with your sales set up. 
Take another look. 


Then there are the formal programs. For a one man owner this “four” 
ring circus could be a nightmare and herein lies their weakness—we think. At 
the same time, one man could get many new and helpful ideas, going to as 
many sessions as humanly possible. To be sure, many of our friends tell us 
they rely on the “Canning Trade” for this important information. Your Can- 
ning Trade’s are invaluable for the record, and to correct faulty memory or 
impressions, but the one compliments the other and personal appearance is 
most helpful. 


One of the most important features of annual NCA conventions is the 
Machinery and Supplies Exhibition. Here is the opportunity not only to see 
new and improved equipment and supplies, but to discuss production and man- 
agement problems with those who have more technical information than your 
good friend the salesman. This is not to mean of course that this is not a good 
time to line-up your season’s requirements with that salesman. 


Any one of these activities, it seems to us, is a good reason “or attending 
a convention. Combined they make it just about a must, but there are even 
more good reasons—making friends with your competitors and talking over 
mutual problems has always been, and no doubt always will be, one of the 
main reasons why many folks attend conventions. If this is done in a sociable 
manner, and it usually is, so much the better. The value of relaxation should 
not be underestimated. 


Why a Convention ?—Think hard. Do you ask that question because you 
“can’t take it” anymore? Are conventions a chore to you or a pleasure? If 
they are a chore, maybe you’re over the hill and maybe you should send a 
young man who has an open mind and who is looking for fresh ideas. The 
Chicago air will be saturated with them from the 15th to the 23rd of February. 
Better hop a freight if you can’t get there any other way, 
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DAILY CONVENTION SCHEDULE 


TUESDAY, FEBRUARY 15 


10 a.m.—Meeting of N.C.A. Scientific Research Committee, Room 10, 
Conrad Hilton 


WEDNESDAY, FEBRUARY 16 


9 a.m.—Meeting of N.C.A. Tenderometer Committee, Room 5, Con- 
rad Hilton 

10 a.m.—Meeting of N.C.A. Scientific Research Committee, Room 12, 
Conrad Hilton 

2 p.m.—Meeting of Technical Advisory Committee to N.C.A. Label- 
ing Committee, Room 5, Conrad Hilton 

3 p.m.—Meeting and Dinner, N.C.A. Home Economics Committee, 

Room 13, Conrad Hilton 

p.m.—Meeting of Canning Industry Research, Inec., Room 19, Con- 

rad Hilton 

8 p.m.—Meeting of Technical Advisory Committee to N.C.A. Label- 
ing Committee, Room 5, Conrad Hilton 


THURSDAY, FEBRUARY 17 


9 a.m.—Meeting of Technical Advisory Committee to N.C.A. Label- 
ing Committee, Room 3, Conrad Hilton 

9 a.m.—Meeting of N.C.A. Processing Subcommittee on Foods in 
Metal Containers, Room 20, Conrad Hilton 


9:30 a.m.—Meeting of N.C.A. Budget Committee, Room 1, Conrad 
Hilton 


12:30 p.m.—Luncheon Meeting of N.C.A. Administrative Council, 
Room 2, Conrad Hilton 


p.m.—Meeting of N.C.A. Convention Committee, Room 12, Conrad 
Hilton 


:30 p.m.—Meeting of N.C.A. Labeling Committee, Room 3, Con- 
rad Hilton 


p.m.—Dinner, N.C.A. Labeling Committee, Room 4, Conrad Hilton 
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FRIDAY, FEBRUARY 18 


9:30 a.m.—Meeting of N.C.A. Board of Directors, West Ballroom, 
Conrad Hilton 

12 m.—Meeting of C.M.&S.A. Board of Directors, French Room, 
Blackstone 

12:30 p.m.—Luncheon, N.C.A. Board of Directors, South Ballroom, 
Conrad Hilton 

2 p.m.—Meeting of N.C.A. Board of Directors, Waldorf Room (North 
Ballroom), Conrad Hilton 

3:30 p.m.—Meeting of Forty Niners Board of Directors, Hubbard 
Room, Blackstone 

4:30 p.m.—Annual Meeting of Forty Niners, Hubbard Room, Black- 

stone 

:15 p.m.—Presentation of The Forty Niners Second Annual Serv- 
ice Award, Hubbard Room, Blackstone 


aon 


p.m.—Dinner Meeting of N.C.A. Statistics Committee, Room §&, 
Conrad Hilton 


7 p.m.—Meeting of N.C.A. Resolutions Committee, Room 5, Conrad 
Hilton 


7:30 p.m.—Dinner, C.M.&S.A. Past Presidents, English Room, Con- 
rad Hilton 


SATURDAY, FEBRUARY 19 


9 a.m.—Meeting of N.C.A. Nominating Committee, Astoria Room 
(North Assembly), Conrad Hilton 


9:30 a.m. (all day)—Business Meeting of N.F.B.A., Grand Ball- 
room, Palmer House 


10 a.m.—General Session of N.C.A., Williford Ballroom, Conrad 
Hilton 


10 a.m.-5:30 p.m.—Canning Machinery and Supplies’ Exhibit, 
Exhibit Halls, Conrad Hilton 


12:30 p.m.—Luncheon Meeting of N.C.A. Claims Committee, Room 
8, Conrad Hilton 
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p.m.—Reception, The Forty Niners, Crystal Ballroom, Blackstone 


1:30 p.m.—N.C.A. Marketing Session, South Ballroom, Conrad 
Hilton 

2 p.m.—N.C.A. Conference on Canning Procedures and Products, 
Upper Tower, Conrad Hilton 

2 p.m.—N.C.A. Conference on Procurement of Raw Products 
Waldorf Room (North Ballroom), Conrad Hilton 

4 p.m.—Meeting of N.C.A. Fishery Products Committee, Room 3, 
Conrad Hilton 

4:30 p.m.—Meeting of Prune Juice Committee, Room 8, Conrad 
Hilton 

6 p.m.—Old Guard Society Cocktail Party and Buffet Supper, 
French Room and Crystal Ballroom, Blackstone 

7 p.m.—Dinner, N.C.A. Fishery Products Committee, Room 4, Con- 
rad Hilton 

8 p.m.—Smoker, N.C.A. Research Laboratory, Astoria Room, (North 
Assembly), Conrad Hilton 


SUNDAY, FEBRUARY 20 


8:30 a.m.—Breakfast Meeting of N.C.A. Legislative Committee, 
Room 19, Conrad Hilton 

9 a.m.—Meeting of Technical Advisory Committee to N.C.A. Raw 
Products Committee, Room 18, Conrad Hilton 

10:30 a.m.—Annual Meeting of C.M.&S.A., West Ballroom, Conrad 
Hilton 

1-5:30 p.m.—Canning Machinery and Supplies Exhibit, Exhibit 
Halls, Conrad Hilton 

1:30 p.m.—N.C.A. Conference on Agricultural Managemenc Prob- 
lems, Waldorf Room (North Ballroom), Conrad Hilton 

2 p.m.—Meeting of N.C.A. Consumer and Trade Relations Commit- 
tee, Room 8, Conrad Hilton 

2 p.m.—N.C.A, Fishery Products Conference, Astoria Room (North 
Assembly), Conrad Hilton 

2:30 p.m.—N.C.A,. Conference on Factors Influencing the Shelf Life 
of Canned Foods, Upper Tower, Conrad Hilton 

6 p.m.—State Secretaries Reception and Dinner, Room 1, Conrad 
Hilton 

6:30 p.m.—Dinner, N.C.A. Raw Products Committee and Technical 
Advisory Committee, Room 8, Conrad Hilton 


MONDAY, FEBRUARY 21 


9 a.m.—Meeting of N.C.A. Procurement Committee, Room 1%, Con- 
rad Hilton 

9 a.m.—N.C.A. Conference on Pesticide Tolerances, Waldorf Room 
(North Ballroom), Conrad Hilton 

10 a.m.-5:30 p.m.—Canning Machinery and = Supplies Exhibit, 
Exhibit Halls, Conrad Hilton 

1:30 p.m.—-Meeting of National Kraut Packers Association, Room 
18, Conrad Hilton 


2 pm.—Joint N.C.A.-C.M.&S.A. Technical Conference, South Ball- 
room, Conrad Hilton 


2 p.m.—Meeting of The Tomato Council, Inc, Board of Directors, 
Room 8, Conrad Hilton 


3:30 p.m.—Business Meeting of The Tomato Council, Inc., West 
sallroom, Conrad Hilton 


3:30 p.m.—Ladies Day, Fashion Show and ‘Tea, sponsored by 
C.M.&S.A., Wedgewood Room, Marshall Field department store 


7 p.m.—Young Guard Society Banquet, Terrace Casino, Morrison 


TUESDAY, FEBRUARY 22 


10 a.m.-5:30 p.m.—Canning Machinery and = Supplies Exhibit, 
Exhibit Halls, Conrad Hilton 


12:15 p.m.—Meeting of National Meat Canners Association, Cryst.il 
Ballroom, Blackstone 


7:30 p.m.—C.M.&S.A. Dinner Dance, Ballroom, Sheraton 


WEDNESDAY, FEBRUARY 23 


9:30 a.m.—Meeting of N.C.A. Processing Committee on Foods in 
Metal Containers, Room 20, Conrad Hilton 


10 a.m.-3:30 p.m.—Canning Machinery and Supplies) Exhi!t. 
Exhibit Halls, Conrad Hilton 
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SMALL CANNER MERCHANDISING PANEL—Saturday, 1:30 p.m.—Left 
to right—Top: Stier, Callahan, Johnson. Bottom: Reusswig, Head, Grace 
White. Not Shown: Don White, Weld, Coleman. 


The Convention Programs 
Chicago, Ill., February 19-23, 1955 


As it did last year, the formal program of the National Can- 
ners Association covers a period of three days — Saturday, 
Sunday and Monday. The program is made up of 10 separate 
sessions, one General session, two sessions on Sales Problems 
and opportunities, three sessions each on Raw Products and 
Canning Problems and one Fish session. On Saturday morning 
there will be but one session, the General Session. On Saturday 
afternoon two sessions on Sales, one following the other; a Raw 
Products and a Canning Problems Conference. There will be no 
NCA meetings on Sunday morning. On Sunday afternoon 
there’ll be sessions on Fish, Agricultural Management problems, 
an! a Canning Problems conference. On Monday morning a Raw 
Produets Conference and on Monday afternoon a Canning Prob- 
lems Conference. Saturday afternoon and Sunday afternoon 
then present the four ring cireus type of affair which has 
un vappily become standard procedure. 


“ALES CONFERENCES—Saturday afternoon is the big day 
fo the sales force and for management interested in sales. 
N: A’s Jack Stier, DAY’s Don Callahan and CMI’s Hal Jaeger 
hee lined up a formidable array of experts—top notchers in the 
fi | to outline; (1) just how a small canner can merchandise his 
p: iuets and (2) how canners can get a bigger slice of that all 
in ortant institutional market. Some of these folks are shown 
i) \hotographs on this page. Unfortunately we don’t have them 
a’ Study the program and the connections of these speakers. 
Ii ould be a simple matter for us to write pages on the quali- 
fi ions of these ladies and gentlemen, but there are space lim- 
it ons. These are must sessions for the sales force and for 
ni agement. Coming prior to the time contacts are made with 
b. \<er salesmen, they should prove invaluable. 


\W PRODUCTS—Also as usual, Dr. Mahoney has assem- 
bi outstanding authorities to speak on important raw product 
pi lems of the day. On Saturday afternoon the subject will be 
ca \er-grower relations, on Sunday afternoon agricultural man- 
ag ment problems, and on Monday morning pesticide tolerances, 
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a subject that promises to be perhaps the most important agri- 
cultural problem this coming season. 


CANNING PROBLEMS—Dr. Cameron is leaning heavily on 
the research departments of the American and Continental Can 
companies to staff his canning problems conferences on Sat- 
urday and Sunday afternoons. These gentlemen for the most 
part will discuss the results of their efforts to overcome prob- 
lems that have arisen from the use of the lighter coatings—a 
most important consideration. The discussion by Dr. Bing on 
dietetic canned foods promises to attract considerable interest 
and the Western Branch Laboratories report on sterlization pro- 
cedures for Aseptic Canning, also on Saturady afternoon should 
prove highly interesting. 

The Monday afternoon session sponsored jointly by NCA and 
CMSA on quality grading and washing operations should prove 
a popular one. Here is the opportunity for the canner to sug- 
gest improvements he thinks necessary in machinery design. 


THE BROKERS—With past national chairman E. Norton 
Reusswig on the canner’s program Saturday afternoon, the pop- 
ular talks on “How I Solve Specific Canned Foods Selling Prob- 
lems” by brokers themselves have been dropped from the brok- 
er’s program this year. Of special interest, however, and in 
sympathy with the NCA Consumer and Trade Relations Pro- 
gram, will be the address on Saturday morning by Dr. Virginia 
Miles on “motivation research”, a new approach to advertising. 
Marie Kiefer’s address on the Robinson-Patman Act is expected 
also to prove more than highly interesting. Senator Kefauver 
and Association Counsel Paul Meyers will also speak on the all 
important R-P Act, and without question President Watson 
Rogers and National Chairman Willis Johnson will have a thing 
or two to say about the subject. It is unfortunate that this ses- 
sion, to be held all day Saturday at the Palmer House, conflicts 
with the very, very full canner program on Saturday at the 
Hilton. 


NAWGA—Over at the Morrison the National American 


Wholesale Grocers Association from February 15 to the 18 will 
hold six separate round table seminars and four joint workshops 
to discuss various wholesaler problems. Also, Clem D. Johnson, 
President of the U. S. Chamber of Commerce, General Mark W. 
Clark and George H. Coppers, President of the National Bis- 
cuit Company will address the group. Good opportunity to meet 
and greet your customer and get a pitch on his viewpoint. 


INSTITUTIONAL MARKET PANEL—Saturday, 3 p.m.—Left to Right— 
Top: Jaeger, Nejelski. Bottom: Hughes, Schensul, Stinson. Not Shown: 
Walsh. 
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NATIONAL CANNERS ASSOCIATION 


SATURDAY, FEBRUARY 19 


10:00 AAMM.—ANNUAL MEETING 
Williford Ballroom, Conrad Hilton 


Presiding: E. E. WILLKIE, President, N.C.A. 


GENERAL SESSION 


Invocation: REV. CHARLES RAY GOFF, The Chicago Temple— 
First Methodist Church 


Greetings: PRESIDENT WILLKIE 


Report of the Committee on Nominations: FRED C, HEINZ, 
Chairman 


Election of Officers 


Address: (title to be announced)—RALPH D. PAINE, JR., Pub- 
lisher, Fortune Magazine 


Address: (title to be announced)—-THE HONORABLE GEORGE 
M. HUMPHREY, Secretary of the Treasury 


Report of the Committee on Resolutions: H. J. BARNES, 
Chairman 


Installation of New Officers 


1:30 P.M.—MARKETING SESSION 
South Ballroom, Conrad Hilton 


Presiding: H. L, STIER, Director of Statistics, N.C.A. 


CANNED FOODS MERCHANDISING 


Address: “Can Retail Cost-of-handling Facts Affect Canned 
Food Merchandising?” —DON WHITE, Don White, Inc. 


Panel Discussion: “Can the Small Canner Merchandise?”— 
Discussion Leader: DON CALLAHAN, Dudley, Anderson & 
Yutzy 


“Can the Smaller Canner Set Up an Effective Marketing 
and Distribution Pattern?”—J. SIDNEY JOHNSON, Na- 
tional Biscuit Company 


SPEAKERS AT OPENING SESSION—Left: Mr. Humphrey, Secretary 
of the Treasurer; Right: Mr. Paine, Publisher of “Fortune” Magazine. 
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“Can the Smaller Canner Organize His Brokers into an 
Effective Sales Force?”—E. NORTON REUSSWIG, Lestrade 
Bros. 


“Can the Smaller Canner Compete for Retail Merchandis- 
ing Visibility?”—LYMAN L. WELD, Feature Foods, Inc. 


“Can the Smaller Canner Establish a Relationship with 
Buyers which Will Result in More Effective Product 
Merchandising ?”—WILDA A. COLEMAN, Mick-Or-Mack 
Stores 


“Can the Smaller Canner Afford a Point of Sale Invest- 
ment?”—-RALPH HEAD, Batten, Barton, Durstine & Os- 
born, Ine, 


“Can the Smaller Canner Talk to the Consumer?”—GRACE 
WHITE, Food Editor, The Family Circle Magazine 


3:00 P.M. 
DEVELOPING THE INSTITUTIONAL MARKET 


Session jointly sponsored by N.C.A. and Can Manufacturers 
Institute 


Address: “Restaurants—A Billion-dollar Market for Canned 
Foods”—HAROLD H. JAEGER, Can Manufacturers Institute 


Panel Discussion: “How Canners Can Get a Bigger Slice of 
the Institutional Market”—Discussion Leader: LEO NEJEL- 
SKI, Nejelski & Co., Management Consultants 


“What Cost and Quality Factors are Important in Choosing 
Foods?”—P,. S. WALSH, Bickford’s, Inc. 


“What Information Should Be Printed on Can Labels?”— 
BEATRICE HUGHES, Harding Restaurants 


“What Specifications Are Necessary to Good Restaurant 
Operations?’’—JOSEPH SCHENSUL, Schensul’s Cafeteria 


“How Canners Can Work Most Successfuly with Their 
Wholesalers”—-JAMES E. STINSON, H. F. Behrhorst & 
Son, Inc. 


Address: “Canned Foods Usage by Restaurants and Cafe- 
terias” — Dr. WAYNE BITTING, Agricultural Marketing 
Service, USDA 


2:00 P.M.— CANNING PROBLEMS CONFERENCE 
Upper Tower, Conrad Hilton 


Presiding: DR. RANDALL ROYCE, American Can Company 


CANNING PROCEDURES AND PRODUCTS 


Address: “The Detection and Control of Flat Sour Organisiis 
in Cream Style Corn Canning Equipment’—A,. A. KOPE‘Z 
and E. H. RUYLE, Research and Technical Department, 
American Can Company 


Address: “Venting Requirements for Vertical and Horizontal 
Retorts Using Automatic Loading and Unloading Systems” 
—D. V. ALSTRAND and B. W. BLAIR, Research and Techii- 
cal Department, American Can Company 


Address: “Recent Findings in the Sodium Content of Dieteric 
Canned Foods and Their Significance” —FRANKLIN C., BING, 
Nutrition Consultant 


Address: “Sterilization Procedures for Aseptic Canning’ -- 
C. T. TOWNSEND and C. P. COLLIER, Western Branch 
Laboratory, N.C.A. 
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CARLOS CAMPBELL, Exec. Sec.-Treas. 


National Canners Association 
Washington, D. C. 


E. E. WILLKIE, President 
National Canners Association 


Pacific American Fisheries 
Bellingham, Wash. 


GEORGE B. MORRILL, JR., Vice-President 
Nationa! Canners Association 
Burnham & Morrill Company 

Portland, Maine 


2:00 P.M.—RAW PRODUCTS CONFERENCE 
Waldorf Room (North Ballroom), Conrad Hilton 


Presiding: W. STANLEY MACKLEM, Chairman, N.C.A. Raw 
Products Committee 


PROCUREMENT OF RAW PRODUCTS 
Panel Discussion: “How Can We Persuade Farmers to Grow 
Our Canning Crops?” 


“Financial and Material Services as Inducements to 
Growers”—MARK H, MITCHELL, The Larsen Company 


“Grower-Processor Relations from the Standpoint of the 
Vegetable Grower’’—JAMES D. SWAN, JR., President, 
Vegetable Growers Association of America 


vitracts as ah Element of Canner-Grower Relations”’— 
[1LAMILTON CAROUTHERS, Office of N.C.A. Counsel 
Office of N.C.A. Counsel 


fective and Accurate Presentation of Crop Statistics to 
Growers”—H, L. Stier, Director of Statistics, N.C.A. 


SUNDAY, FEBRUARY 20 


P.M.—FISHERY PRODUCTS CONFERENCE 
Astoria Room (North Assembly), Conrad Hilton 


iding: ARTHUR H. MENDONCA, Chairman, N.C.A. Fishery 
roducts Committee 


“ECTIVE MANAGEMENT OF MARINE FISHERIES 
—WHEN Is It NECESSARY AND How MAy 
It BEST BE ACCOMPLISHED 


‘ess: “The Biologist’s View”—Dr. CLARENCE P, IDYLL, 
arine Laboratory, University of Miami 
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Address: “The Sportsman’s View’”—HENRY LYMAN, Pub- 
lisher, The Salt Water Sportsman 


Address: “The Commercial Fisherman’s View”—JOHN J. 
REAL, Fishermen’s Cooperative Association of San Pedro, 
California 


1:30 P.M.—RAW PRODUCTS CONFERENCE 
Waldorf Room (North Ballroom), Conrad Hilton 


Presiding: MARK H. MITCHELL, The Larsen Company 


AGRICULTURAL MANAGEMENT PROBLEMS 


Panel Discussion: “The Value, from a Company Standpoint, 
of a Soil Testing Program and Field Demonstrations in 
Securing Higher . Yields and Higher-Quality Canning 
Crops’’—Discussion Leader: JOHN G. MARTLAND, Green 
Giant Company 


Panel Members: FRANK APP, Seabrook Farms Co.; BEN F. 
COUNTER, The Fort Lupton Canning Co.; ELDROW REEVE, 
Campbell Soup Company; M. E. SCHELIHARDT, Stokely- 
Van Camp, Inc. 


Address: “How the Technical Advisory Committee of N.C.A. 
Is Trying To Solve Some of Our Field Problems”—ALVIN 
C. MOLL, Stokely-Van Camp, Inc., Chairman, Technical 
Advisory Committee to the N.C.A. Raw Products Committee 


Address: “How Greater Utilization of Weather Information 
Can Pay Off to Farmers and Canners’”—JAMES M. BEALL, 
Agricultural Meteorologist, Weather Bureau, U. S. Depart- 
ment of Commerce 


2:30 P.M.—CANNING PROBLEMS CONFERENCE 
Upper Tower, Conrad Hilton 


Presiding: W. J. MUTSCHLER, Research and Development 
Dept., Continental Can Company 
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DR. E. J. CAMERON 
Director, Research Laboratory 
National Canners Association 


CHARLES H. MAHONEY 
Director Raw Products Bureau 
National Canners Association 


H THOMAS AUSTERN, Chief Council 
National Canners Association 
Washington, D. C. 


FACTORS INFLUENCING THE SHELF LIFE OF 
CANNED FOODS 
Address: “Relationship of Canning Procedures to Shelf Life 
of Canned Foods”—A. G. SKIBBE, Research and Develop- 
ment Dept., Continental Can Company 


Address: “The Effect of Tin Coating Weight and Base Steel” 
—V. WALTER VAUuRIO, U. S. Steel Company 


Address: “The Effect of Storage Temperature’’—Dr. D. K. 
TRESSLER, Quartermaster Food and Container Institute 


Address: “Preventing Corrosion of Exterior of Cans”—A. R. 
BEALL and E. V. CASSADY, Technical Service Division, 
American Can Company 


MONDAY, FEBRUARY 21 


9:00 A.M.—JOINT RAW PRODUCTS-LABORATORY 
SESSION 


Waldorf Room (North Ballroom), Conrad Hilton 


Presiding: C. H. MAHONEY, Director, Raw Products Research 
Bureau, N.C.A. 


PESTICIDE TOLERANCES—THEIR EFFECTS ON RAW 
s PRODUCT PROCUREMENT AND FACTORY OPERATIONS 
a Address: “How Pesticide Tolerances May Affect the Procure- 
ia ee ment of Raw Products’”—C, E. PALM, Dept. of Entomology, 
Cornell University 
Panel Discussion: “Factory Quality Control Aspects of Pesti- 
cide Residues”—Discussion Leader: D. W. LEEPER, H. J. 
Heinz Company 


rE A. “Detection of Residues by Biological Assay Techniques” 

“Purification of Plant Material and Separation of Insecti- 
cides for Bioassay”—W. M. Hoskins, Department of 
Entomology and Parasitology, University of California 


“Development of a Simplified Bioassay Procedure for De- 
termining Insecticide Residues in Raw and Canned Prod- 
ucts” —F. C. LAMB, Western Branch Laboratory, N.C.A. 


“Residue Determinations Using Lang Bioassay Method and 
Hoskins Purification Procedure”’—C, J, TRESSLER, Wash- 
ington Research Laboratory, N.C.A. 


“Determination of Residues on Crops Using Drosophila for 
Bioassay”—J. E. DEWEY, Dept. of Entomology, Cornell 
University 

B. “Effect of Applied Pesticides on Flavor Changes in 
Canned Foods”—ELLy HINREINER, Dept. of Food Tech- 
nology, University of California 


2:00 P.M.—CANNING PROBLEMS CONFERENCE 
South Ballroom, Conrad Hilton 


Session jointly sponsored by N.C.A. Research Laboratories 
and Canning Machinery and Supplies Association 


Presiding: DR. ROGER LUECK, American Can Company 


Panel Members: F. S. LANGSENKAMP, JR., F. H. Langsen- 
kamp Company; W. N. HUGHES, Chisholm-Ryder Company ; 
HARVEY A. SCHELL, Green Giant Company; ALLAN WARE®- 
HIME, Hanover Canning Company 


Panel Discussion: Quality Grading”—Discussion Leaders: 
HAROLD L. LINK, Food Machinery & Chemical Corporation: 
LEONARD BERTH, The Larsen Company 


Panel Discussion: “Washing’’—Discussion Leaders: FRANCIS 
MILLER, Key Equipment Company; R. G. THOMAS, Illinois 
Canning Company 


Address: “Spoilage Prevention Aspects of Quality Grading 
and Washing”—C, WALLACE BOHRER, Washington Researci 
Laboratory, NCA 


CANNING MACHINERY & SUPPLIES ASS’N. 
ANNUAL EXHIBITION 
SATURDAY, FEBRUARY 19 


THRU 
WEDNESDAY, FEBRUARY 23 


10:00 a.m, to 5:30 p.m. except Sunday 1:00 p.m. to 5:30 p.n.. 
and Wednesday 10:00 a.m. to 3:30 p.m. 


ANNUAL BUSINESS MEETING 


10:30 a.m. Sunday, February 20, West Ballroom, Conrad 
Hilton 


THE CANNING TRADE 


February 7, 1955 


C. W. BOHRER NELSON H. BUDD 
Director Information Division 
National Canners Association 


Washington Research Laboratory 
National Canners Association 


C. A. GREENLEAF, Assistant Director 
Washington Research Laboratory 
National Canners Association 


NATIONAL FOOD BROKERS ASSOCIATION 


Office—Room 15 and 16, Fourth Floor, Palmer House 


Registration—Begins Friday, February 18 at 9:00 a.m. on 
the Foyer, Fourth Floor, Palmer House. Registration is 
for N.F.B.A. members only 


There will be no Association Banquet this year. 


ANNUAL MEETING 
SATURDAY, FEBRUARY 19, 1955 


Grand Ballroom, Palmer House, 9:30 a.m. 


9:30 a.m.—Convention called to order, WILLIS JOHNSON, JR., 
Presiding 


Invocation: J. R. GRAHAM 
Annual Report: WILLIS JOHNSON, JR., National Chairman 


Presentation : New Tool for Effective Advertising—Motiva- 
tion Research—Dr. VIRGINIA MILES, Courtesy of McCann- 
Erickson, Ine, 


Address: “The Robinson-Patman Act and the Public Interest” 
—SENATOR ESTES KEFAUVER of Tennessee 


Report: “More Opportunities for New Business’”—WATSON 
Rocers, President, N.F.B.A. 


Adjourn for Lunch 


2:00 p.m.—Reconvene 
Report of N.F.B.A. Resolutions Committee 
Report of N.F.B.A. Nominations Committee 
Election of Officers 
Installation of Officers 


Address: “Important Legal Obligations of the Food Broker 
and His Association”—PAuL F. MYERS, N.F.B.A. General 
Counsel 


Address: “The Robinson-Patman Act and Food Distribution” 
—Mrs. R. M. KIEFER, Secretary-Manager, National Asso- 
ciation of Retail Grocers 


Presentation: “Balancing Business and Moral Ethics’”—Dr. 
WILLIAM H. ALEXANDER, Presented through the courtesy of 
CBS Radio’s Housewives’ Protective League 


NATIONAL FOOD BROKERS ASSOCIATION SESSION—Left to Right: Groves, First Vice-President, NFBA; and the Honorable Estes Kefauver, 
pehive Rose Marie Kiefer, Secretary-Manager, NARG; Willis Johnson, Jr., Senator from Tennessee. Senator Kefauver and Mrs. Kiefer will address 
‘ational Chairman, NFBA; Watson Rogers, President, NFBA; Truman F. the Convention. 
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CANNING MACHINERY & SUPPLIES EXHIBITS—-DOWN STAIRS 1-58 


Booth Numbers 1-58 


Company Baxrhibit Booth No. 
Ace Specialty Manufacturing Co.....Can 33 
A-B-C Packaging Machine Corp....Packaging Machinery......... 54 
Aluminum Co. of Closures 15 
Aluminum Cooking Utensil Co......... Kettles, Containers, Cutlery........ 50 
Angelus Sanitary Can Machine Co...Can Making Machinery ............... 2 
Baldwin-Lima-Hamilton Corp. ........ Can Making Machinery ................ 27 
TRE: Can Handling Equipment ............ 57 
Barnes Co., W. F. & John................ Processing Equipment 24 
Barry-Wehmiller Machinery Co.......Processing Equipment 11 
3erlin Chapman Canning Machinery 56 
Burry Canvas Goods, Ine... Viner Aprons 26 
CO., BE. Making Machinery........ 49 
Canners Machinery, Machinery 30 
Chain Belt Cos... Canning Equipment 
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Booth Numbers 1-58 Continued 


Company Ewhibit Booth No. 
Cherry-Burrell Corp. «Processing Machinery 12 
Chisholm-Ry Or COs. Canning Machinery 
Dewey & Almy Chemical Co............ AQN@SIVES 
Dole Engineering Co., James............ Engineering Service 4 
Dudley Machinery CO. Machinery 18 
Electric Sorting Machine Co............Photoelect. Sorting Equip..... 2 
Elgin Manufacturing Cappers ...... 13 


Fawick Airflex. .......... 


lerguson Co., J. L. 


Filler Machine Co., 


Fitzpatrick Co., Th 


MeUMatIC Clutches, Brakes... 22 


Senlers & Privters.... 
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CANNING MACHINERY & SUPPLIES EXHIBITS — DOWNSTAIRS 99-127 


New Jersey Machine 


Booth Numbers 1-58 Continued 


Company Exhibit Booth No. 


hood Machinery & Chemical Corp...Canning Machinery 1 
Hamachek Machine Co., Frank........ Pea Viners 35 
Huntley Manufacturing Canming Machinery 5 
Lee Metal Products Co., Ine............. 10 
Mojonniier Broa: CO, 52 


Labeling Machinery 29 


Mfaudler Co., Glass Lined 46 


«Vari, Speed Transmission............ 25 


pine: @ Cty, Ae Canning Machinery 
4 


entific Salting Co Salt Tablets,, Dispensers................ 


plicity Engineering Co...............Gyrating Sereens ........ 


lair-Scott Co. <eCANMNING MACHINELY 


idard-Knapp ...... ..Labelers, Boxers, Sealers.............. 42 


lor Instrument Cos........... Recording Instruments ..........0... 20 
ited Co., The ..... «Corn Canning Machinery............. 15 
Bottlers Machinery Co... 38 


‘chel Laboratories, ENC. Cutting: 8 


ikesha Foundry Co 


‘yeston Electrical Inst. Instruments 18 
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Booth Numbers 99-127 


Company Exhibit Booth No. 
Box Stitchers, Strapping...... 125 


Addressograph-Multigraph Corp....... \dcdressing & Dupl. Equipment..103 


Algene Marking Equipment Co....... Marking Equipment ................0..108 
Amerio Contact Plate Freezers, Inc. Contact Plate Freezing E juip.....101 
Ams Machine Co., Can Making Machinery .................119 


Atlanta Paper Co. Cartoner, Ship. Containers..109 


Cambridge Wire Cloth Conveyor Belts... 126 
Diagraph-Bradley, Inc... Shipping Room Equipment............ 118 
Fiske Bros. Refining  .... «AES 
Flexible Steel Lacing Lacing, 102 
General Electric C0... Electron Beam Generator........... 117 
Hamilton Copper & Brass Works.... ttles, 116 
International Min. & Chem. Corp... F00d S@ASONINGS 111 


International Salt Co., Ine................Salt, Tablets 


Langsenkamp Co., F. Ho. Canning Machinery 00 


Manitowoc Engineering Corp............ 99 
Marsh Stencil Machine Co. ..Stencilling Equipment 123 
Metal Glass Products Co......... 104 
Oakite Products, Cleaning COMPOUNGS 114 


Planters Manufacturing Co...............Baskets, Field 


Pure Lime Seeds, TNC. 121 
RietzZz Manufacturing® Disintegrators 120 
Robbins & Myers, 107 


Sellers Injector Corp........... Cleaning Equipment 


U. S. Electrical Motors, 112 


Wallace & Tiernan Water Pufification LO 
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CANNING MACHINERY & SUPPLIES EXHIBITS — UPSTAIRS 200-259 


Booth Numbers 200-259 


Booth Numbers 200-259 Continued 


Company Exhibit Booth No. Company Exhibit Booth No. 
American Can Co. Cans 208 Griffith Laboratories, The... 
Anchor Hocking Glass Corp.............Caps, Closures, Hazel-Atlas Glass 
Ashworth Bros. .Metal Conveyor 217 Kieckhefer Container 216 
Associated Seed Maryland Engineering Co.. .Case Packer .. 
Audubon Wire Cloth Metal Conveyor Belting. ................ 224 Metro 2 
Basic Pr Inec.. Seasonings 239 Morrison Bros. Seed Co.. 
Brooks Chemicals, Inc. National Container BOXES 
Calif. Vegetable Concentrates, Inc...Dehydrated Vegetables. .... National Starch Products, Ince........Thickeners or Stabilizers................ 
Canner Publishing Co., Trade Paper ............ Northrup, King & 
Financing Service Rogers Bros. Seed Co., Inc. 233 
Container Corp. of America................ Rossotti Lithographing 
Continental Can Co..... COR .215 CORD: Rust Preventive Conte 
Corn Products Sales Co............. .Corn & 237 Sparkler COs 


Corneli Seed 
Crites Moscow Growers, Inc. Seed ... 
Darworth, Ine. Freservative 
“TR Sanitation Service 


229 
Dodge & Olcott, Inc.. i Seasonings 1000209 
Douglas-Guardian Corp. Field Warehousing 240 
209 
FOOd Engineering Trade Paper .... 223 
Gallatin Valley Seed Co....,..... 230 


20 


Tygart Valley Glass Co... yeremer 
Union Bag & Paper 

Vaughan’s Seed Co........... Seed ‘ 
Warner, Inc., Lansing Insurance 51 


Washburn-Wilson Seed Co... 120 
White Cap Co. 200 
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W. D. LEWIS, Secretary 


Canning Machinery & Supplies Association 
Washington, D. C. 


ELMER N. FUNKHOUSER, President 
Canning Machinery & Supplies Association 
Dewey & Almy Chemical Corp. 
Cambridge, Mass. 


C. K. WILSON, Vice-President 
Canning Machinery & Supplies Assn. 
Food Machinery & Chemical Corp. 
San Jose, Calif. 


A GUIDE TO THE EXHIBITS 


The Machinery and Supplies and 
Services Exhibition has been termed 
“The Greatest Show on Earth’. To 
the food processor, the canner or 
freezer, it is exactly that. For here 
are gathered under one roof—the 
same under which the processor 
himself will live for a week—not 
only the latest developments in 
canning machinery, equipment, 
services and supplies, but also the 
orains that have made these ad- 
vances possible. 


EK. N. Funkhouser, C.M.&S.A. 
resident, has disclosed that ap- 
‘oximately 45,000 square feet of 
or space have been comman- 
ered for the exhibit, more than 
‘\y previous Chicago exhibition. 
| all there will be 145 exhibitors. 


Significantly, the 1955 exhibi- 
on has been titled, “Futurama”, 
ie theme being, “See the Tomor- 
ow of Canning ... today!” 


Each of the exhibitors received 
‘vO Separate letters from this pub- 


THE CANNING TRADE 


EXHIBIT HOURS 


Saturday, February 19 
10:00 a.m. to 5:30 p.m. 
Sunday, February 20 
1:00 p.m. to 5:30 p.m. 
Monday, February 21 
10:00 a.m. to 5:30 p.m. 
Tuesday, February 22 
10:00 a.m. to 5:30 p.m. 
Wednesday, February 23 
10:00 a.m. to 3:30 p.m. 


Attendance awards—daily 5:00 p.m. 
except Wednesday 3:00 p.m. 


February 7, 1955 


lication asking for the details of 
their exhibit. Some few did not 
answer. Because we hesitate to 
guess at this important informa- 
tion there is no description of 
these, although they are listed in 
their proper alphabetical sequence 
in the following pages. 


The charts should be helpful in 
locating a particular exhibitor. 


Generally speaking, supplymen 
and the services are located in the 
Grand Ballroom or Foyer on the 
mezzanine. However, some few 
will be found downstairs with the 
machinerymen. Those firms located 
in the South Machinery Hall down- 
stairs (the old exhibit area) have 
booth numbers ranging from 1 to 
50. Booths in the North Machinery 
Hall, adjacent to the other, are 
numbered 99 to 127. Booths in the 
Grand Ballroom and Foyer are 
numbered 200 to 259. 


DOOR AWARDS — As usual 
there will be valuable door prizes 
awarded each day at 5:00 p.m. ex- 
cept Wednesday, 1:30 p.m. All 
canners, freezers and other food 
processors and their employees and 
families are eligible for these 
awards. To qualify, the processor 
need only attend the exhibit, ar- 
range for a certification of his 
award card by any exhibitor and 
deposit the card in the receptacle 
at the entrance to the machinery 
hall on the lower floor. 
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A GUIDE TO EXHIBITS—continued 


A-B-C PACKAGING MCHY. CORP......... 54 


EXHIBITING—A-B-C Short Automatic 
Case Sealer, Case Unloader and Un- 
scrambler. 


AGE SPECIALTY: GO. 33 
EXHIBITING—Can Ejectors. 


EXHIBITING—Carton Stitching Equip- 
ment, Flat Steel Strapping, Tools and 
Equipment. 


ADDRESSOGRAPH-MULTIGRAPH ........ 103 


EXHIBITING—A new Multigraph Feed- 
er which will automatically feed cartons, 
soft goods and other heavy items for im- 
printing. Developed for the 300 and 400 
class multigraph machines the new feed- 
er mechaniezs the handling of items on 
which the dealer imprint, date, size, code 
number, or contents description is neces- 
sary. Previously this has always been a 
hand fed operation. These versatile ma- 
chines can also be used with set type or 
rubber plate for form letters, business 
forms, labels, letterheads, and many 
other standard paper work functions. 


ALGENE MARKING EQUIP CO............. 108 


EXHIBITING—Roller Printers, Continu- 
ous Coders, Markers and a new Power 
Conveyor for Carton Marking. 


ALUMINUM CO. OF AMERICA.............. 45 


EXHIBITING—Hy-Top Roll-On Closures 
for catsup and chili sauce. Also an 8-head 
RB Machine, capping catsup bottles with 
31 mm HyTop Closures. A film will be 
shown featuring the HyTop Closure op- 
eration. A general display will feature 
packages used by Alcoa customers. 


IN ATTENDANCE—C. C. Jones, D. H. 
Thompson, J. M. Hileman, A. G. Osborne, 
D. G. Nelson, D. O. Rowley, E. Saunders, 
F. Langdon, R. C. Manchester, J. M. 
Clampitt, M. B. Crall, A. R. MeNitt, J. J. 
Flannery, R. C. Weiler, R. R. Hill, D. E. 
Beasel, W. E. Boswell, J. D. Stratton, 
J. L. Chislett, and H. J. Endean. 


ALUMINUM COOK. UTEN. CO............... 50 


EXHIBITING—A complete line of uten- 
sils and containers for all canning and 
preserving purposes. Included will be all 
types of handling and storage containers, 
Steam Jacketed Kettles, new Gas Fired 
Kettles, widely used by canners and other 
food processors, 
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Tubular Legged, Steam Jacketed Kettle 
manufactured by the Aluminum 
Cooking Utensil Co. 


AMERICAN CAN 208 


EXHIBITING—Its continuing consumer 
advertising program with a display of 
four large color transparencies showing 
“favorite American meals”, depicting re- 
gional cookery with canned foods at its 
best. This successful promotion, drama- 
tizing the huge variety of good things 
that come in cans, will continue to be 
featured in Canco’s advertisements in 
leading national magazines during 1955. 


IN ATTENDANCE—Members of Canco’s 
sales, research and manufacturing staffs. 


AMERIO CONTACT PLATE FREEZERS..101 


EXHIBITING—Pictorial of Double Con- 
tact Plate Freezers. 


MAX AMS MACHINE CO.................000 119 
EXHIBITING—Can Making Machinery. 


ANCHOR HOCKING GLASG.................. 225 


EXHIBITING—A complete line of Anchor 
glass food products containers, including 
narrow neck and wide mouth ware, 
sealed with Anchor vacuum, screw, lug 
and friction style closures. An added fea- 
ture will display cut-away sections of 
glass packages that show how the vari- 
ous types of Anchor Closures effect their 
seal on glass containers. In the com- 
pany’s Room 534, Conrad Hilton, at 10:30 
a.m., 1:30 and 3:00 p.m., a sound movie 
will be shown depicting the manufacture 
of glass containers, vacuum closures and 
packaging engineering and research serv- 
ices that are available to food packers, 
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ANGELUS SAN. CAN MACH.................00 2 


EXHIBITING—A new all-purpose, low- 
cost Automatic Seamer Model 10P, de- 
signed especially to fill a multitude of 
needs for the small canner, and particu- 
larly those having a large number of 
change overs or short runs. Also fea- 
tured will be the Angelus Model 60L, 
claimed to be one of the most versatile 
high speed can closing machines on the 
market, with spill-free speeds ranging up 
to more than 400 cans per minute. 


ARMSTRONG CORK 234 


EXHIBITING—Bands, Closures, Metal 
Caps, Molded Caps, and Glass Containers. 
The exhibit will emphasize “One-Stop 
Packaging” including research, service, 
trouble-shooting facilities, and design 
service for all packaging components. 


IN ATTENDANCE—P. S. Holmquest, 
R. A. Horning, R. H. Hetzel, V. A. Game, 
A. M. Cavin, R. M. Ulmer, W. D. Presson, 
and K. B. Gordon. 


HEADQUARTERS—Room 1806, Conrad 
Hilton. 


ASEPTIC THERMO IND. CO................. 246 


EXHIBITING—“Cook Chex” Retort Con- 
trol Tags. 


ASHWORTH BROG.| 217 


EXHIBITING—Metal Conveyor Belt Con- 
structions, Friction Drive and Positive 
Drive, both Woven Wire and Flat Wire 
types designed for food processing indus- 
try application, including washing, cook- 
ing, weighing, cooling, sorting, cutting, 
drying, spray washing, desanding, blanch- 
ing, grading, and freezing operations. 


IN ATTENDANCE — W. J. Flynn, Jr., 
Vice-President; Fred W. Hale, General 
Manager; Howard J. Gillis, Wayne P. 
Curtis, Elmer A. Terwell, and Lewis H. 
Asman, field engineers. 


ASSOCIATED SEED GROWERG.............. 238 
Reception Booth. 


IN ATTENDANCE —A Bryan Clark, 
President; Merritt Clark and Carl Tap- 
person, sales; Donald Clark, production; 
Dr. F. L. Winter, breeding and research: 
and Dr. G. W. Scott, extension service: 
to discuss seed requirements and othe 
aspects of the trade. Also in attendance 
the full compliment of Agrow’s sales 
representatives including David Scull 
Tri-States and Pennsylvania; Dougla: 
Maclver, New York State and Michigan: 
Allen Bomm, Midwest; R. W. Richardson, 
Wisconsin and Minnesota; and W. F 
Hargrave, California and the Northwest. 
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We are proud that an ever-growing number of famous’ 
canners are turning to CROWN for all or part of their 
can requirements. LIBBY’S is one of those canners .. . 
and we hope you soon will be. You'll find many new 
advantages in service resulting from the recent con- 
solidation of all of CROWN’S wide-spread facilities 
and resources. For example: tighter Quality Con- 
trol, expanding Plant Layout and Laboratory 
Research, Superior Lithography. Why not plan to 
have a Crown Sales Representative call on you 
very soon? 


ROW 


Distributed by Libby, McNeill & Libby, Chicago, Ill. 


CROWN CAN DIVISION 


Coe CROWN CORK & SEAL COMPANY, INC. 


PHILADELPHIA « CHICAGO « ORLANDO ¢ NEW YORK « BALTIMORE « BOSTON «¢« ST. LOUIS « SAN FRANCISCO 
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A GUIDE TO EXHIBITS—continued 


ATLANTA PAPER 109 


EX HIBITING—The new Cluster-Pak sys- 
tem of high speed multi-unit cartoning 
of cans, Cluster-Pak machine and all- 
Kraft Cartons, together with corrugated 
shipping containers manufactured by the 
firm. 


AUDUBON WIRE CLOTH CORP........... 224 


EXHIBITING — Metal Wove Conveyor 
Belts both of traction and chain drive 
construction. The exhibit will feature 
the company’s new positive drive con- 
veyor belt and will have an actual con- 
veyor in operation. 


Ba 


Wr 


\ 


Berlin-Chapman Shaker Grader 


IN ATTENDANCE—James G. McGinnis, 
from the home office; and representatives 
from Chicago, Detroit, New York State, 
and Florida territories. 


BALDWIN-LIMA-HAMILTON .............. 27 


Reception booth for the discussion of can 
making problems. 


BALL BROS. 236 


EXHIBITING — Glass 
Metal Closures. 


Containers and 


EXHIBITING —Can Handling Equip- 
ment and a sound movie on can handling. 


W. F. & JOHN BARNES CO.................008 24 


EXHIBITING—Rotary High Speed Filler 
for liquids and viscous materials. 


BARRY-WEHMILLER MCHY. CO........... 11 


EXHIBITING—The Vortex Food Proces- 
sor and Can Marking Equipment. 
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BASIC VEG. 239 


EXHIBITING—Dehydrated Onion, Gar- 
lic, Celery and Potatoes, principally as 
seasoning ingredients. 


BERLIN CHAPMAN 56 


EXHIBITING — High speed Hand Pack 
Filler and an improved Shaker Grader. 


BERRY CANVAS 26 


EXHIBITING — The new ’55 Line of 
Viner Aprons, Chaff Separators, and Cur- 
tains for pea viners. 


EXHIBITING—A new High Speed Auto- 
matic Scroll Shear No. 1100, which em- 
bodies numerous new features for high 
speed operation and precision feeding 
and trimming. A colored motion picture 
of the Bliss No. 1831 high speed Strip 
Feed Press will be shown. 


IN ATTENDANCE — Howard U. Her- 
rick, President; J. Howard Tredinnick, 
Executive Vice-President; E. A. Irwin, 
Vice-President in Charge of Sales; 
Robert Shannon, Vice-President — in 
Charge of the Hastings, Michigan, Divi- 
sion; Roland H. Johnson, Sales Manager 
of the Can Machinery Division; F. B. 
Porteous, Manager of the new Can Ma- 
chinery Plant at Hastings; R. W. Strout, 
Consulting Engineer; Lew R. Hills, New 
York District Sales Manager; Joseph 
Klocke, Engineering Supervisor; Howard 
Segerlind, Sales Engineer; Arthur San- 
som, Sales Engineer; J. T. Harirngton, 
Director of Public Relations and Adver- 
tising. 


BROCKWAY GLASS 254 


EXHIBITING—A blue and white exhibit 
featuring the use of glass as an ideal 
container. Background will highlight the 


EXHIBIT HOURS 


Saturday, February 19 
10:00 a.m. to 5:30 p.m. 


Sunday, February 20 
1:00 p.m. to 5:30 p.m. 


Monday, February 21 
10:00 a.m, to 5:30 p.m. 


Tuesday, February 22 
10:00 a.m. to 5:30 p.m. 


Wednesday, February 23 
10:00 a.m. to 3:30 p.m. 


Attendance awards—daily 5:00 p.m. 
except Wednesday 3:00 p.m. 
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word “Glass” formed with glass letters. 
A number of glass containers illustrat- 
ing the transparency, chemical inertness, 
and sight appeal of glass, will be an im- 
portant part of the display. 


BROOKS CHEMICALS, 235 


EXHIBITING — Various odor control 
products including lagoon odor control, 
silage stacks, and in-plant odor control. 
The company is also introducing an en- 
tirely new type of material for exterior 
use around the plant and claims that 
this insecticide is of low toxicity to warm 
blooded animals and has greater economy 
and high effectiveness against resistant 
strains of insects. 


IN ATTENDANCE — Gerald D. Lan- 


easter, William J. Divito, William P. 
Koenig, and Joseph Fitzgerald. 


Burt High Speed Case Packer 


BURT MACHINE 36 


EXHIBITING—The Wide Range Model 
AUS non-stop Labeler, featuring the 
non-stop Dual Label Feed that permits 
uninterrupted service during operation, 
eliminating shut downs when replacing 
labels. Also the Single Stroke High 
Speed Case Packer, which fills a two 
layer case with each plunger stroke, and 
the Multiple Diameter Case Packer. 

IN ATTENDANCE—President John L. 
Whitehurst, and General Manager Harry 
A. Miller, together with a full corps of 
sales representatives from the different 
localities. 


CALIFORNIA VEG. CONCENTRATES....255 


EXHIBITING—Featuring ideas for added 
“Eye-Appeal” and new “Flavor-Twists” 
in “Off-Season Packs’’, with 45 different 
dehydrated vegetables in flake and 
powder form. The dehydrated products 
offer tremendous savings in hauling and 
storage and require no preparation equi})- 
ment and no garbage disposal, the com- 
pany claims, making for convenience, 
economy and control. 


IN ATTENDANCE —J. B. Pardieck, 
President; W. B. Bannon, Vice-Presiden?; 
and R. L. Hughes, Food Technologist. 
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PLATE 
CIRCLE KNIFE 
SPINDLE 


CROSSCUT KNIFE 


STRIPPER 


CHEL Mod T: 
Model Dicer 


for perfect 3" cubes 


SPINDLE e 
SLICING M Onions, Tur nips, 
U 
GATE 2 s Cabbage, Pickles; 
@ @q on Pineapple, Apples 
IMPELLER \ SLICING KNIFE SLICING and other Fr uit. 
PADDLE SHELL Q 
Also perfect 34" 
DISCHARGE French Fry P 
ot 
"tinside story SPOUT y ato Cuts. 
CC 
of the High Speed Model 'F 
NEW, PLANT-PROVED OPERATING PRINCIPLE 
As illustrated above, the product to be diced 
is fed first to the inside of a slicing shell, where 
it is then rotated by an impeller at high speed. 
Centrifugal force causes product to slide around 
the inside surface of slicing shell. As product 
approaches top of this shell it slides over an 
adjustable slicing gate which controls slice . 
thickness. Slicing knife is at top of slicing shell. 
At the instant of slice, cross cut knives ride 
down, cutting slice crosswise into strips, or 
french fry cuts. These knives throw the product 
into the revolving circular knives that cut 
the strips into cubes. F ‘A CTS " 
e 
This new cutting principle has many advan- 
tages over previous methods. When slicing any CHIP LOSS—up to two-thirds reduction in 
product with a knife, the product tends to crack chip loss 
parallel with the knife’s edge, particularly in CAPACITY — 3 
brittle, root vegetables. In the Model F, product enormous. Example — white 
cracking is overcome by cutting parallel with Potatoes up to 9 tons per hour. 
~ —- up, thus ae, strains DESIGN —unit swings open quickly for 
and the resultant cracking. cleaning, adjustment, inspection 
Product damage is eliminated by moving the ¢ OF repaw. 
product in a straight line from the time the first IZE —takes only 15 sq. ft. of 
cut is made until the last cut is made, which floor space. 
reduces impact and crushing, and makes CONSTRUCTION— , 
possible the high operating speed and quality _ - ggedly built, depend- 
of cut produced. wht ant-proved unit, 
Ow maintenance cost. 
See the Model F and other key cost-cutti its 
Booth 8, National Canners Show Feb. 19-23, 1958, 
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A GUIDE TO EXHIBITS—continued 


CAMBRIDGE WIRE CLOTH................. 126 


EXHIBITING — Woven Wire Conveyor 
Belts used extensively in the industry on 
washers, blanchers, coolers, inspection 
lines, crate loaders, ete. Also showing 
Cambridge Industrial Wire Cloth for 
straining, sizing, grading and filtering. 


THE CANNER PUBLISHING CO........... 248 


IN ATTENDANCE—Personnel to pro- 
vide details of circulating, advertising 
and editorial coverage of “The Canner”. 


CANNERS MCHY., 30 


EXHIBITING—Langsenkamp and Burt 
machinery, Bump Pumps, and Taylor 
Thermometers and Controls. 


THE CANNING 249 


EXHIBITING—Components of its com- 
plete information service, including “The 
Canning Trade” each week, the “Canning 
Trade Almanac” annually, and “A Com- 
plete Course in Canning”, the industry’s 
text book. 


IN ATTENDANCE—Edward E. Judge, 
Editor; Arthur I. Judge, II and Arthur 
J. Judge. 


HEADQUARTERS—Room 545-A, Conrad 
Hilton. 


EXHIBITING—Sanitary Magnetic Flow 
Line Traps, Plates and Sweepers. 


CHAIN BELT 47 


EXHIBITING—Table Top Chains, Roller 
Chains, Flexible Couplings, Conveyor 
Chains, Sprockets, Bearings, and Nozzles. 


CHERRY-BURRELL 12 


EXHIBITING—For the first time to the 
canning industry a new Industrial Bottle 
Filler, a new Vacuum Type Round Pro- 
cessor, new models of Homogenizers, 
Pumps, Sanitary Pipe and Fittings. All 
equipment has been thoroughly tested 
and approved and results in greater qual- 
ity control, more efficient production, and 
savings in labor in many canning and 
food processing plant operations. 


IN ATTENDANCE—J. G. Cherry, Presi- 
dent; D. H. Burrell, III, Vice-President; 
J. W. Farley, W. S. Stinson, C. F. Wein- 
reich, J. J. Murphy, A. H. Barber, Jr., 
J. H. Cooley, and W. J. Marier. 


CHISHOLM-RYDER 6 


EXHIBITING — 1955 CRCO Bean Har- 
vester, which accomplishes complete har- 
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“PATENT 2464628" 


CESCO Sanitary Magnetic Trap 


vesting and rough cleaning of green or 
wax beans; Case Gluer Sealer, featuring 
conservation of space, economy of glue 
consumption, and air tight glue distribu- 
tion system; CRCO Hydro Pumping Unit, 
features speed and simplicity, combined 
with gentle handling of fruits and vege- 
tables; Model 650 Hand Pack Filler for 
hand and semi-automatic filling fruits 
and vegetables in a wide variety of con- 
tainer sizes; CRCO-New Way Model E 
Labeler for precision high speed labeling; 
CRCO Ayars 6-pocket Pea and Dry Bean 
Filler for high speed accurate filling; 
Can-Do Filled Can Straightener features 
wide range of dies for can sizes, a new 
No 10 machine or complete machine for 
straightening dented seams, exclusively 
distributed by Chisholm-Ryder Company; 
Robot Can Ejector for picking out shin- 
ers, or cans with loose or torn labels. 


IN ATTENDANCE — Manuel C. Llop, 
President; C. D. St. Clair, General Man- 
ager; B. E. Brewer, General Sales Man- 
ager; E. McKinley, Assistant Sales Man- 
ager; W. I. Carlson, Director of Engi- 


CRCO Hydro Pumping Unit 
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neering; W. D. Cornell, Chief Engineer; 
A. G. Levorsen, Agricultural Engineer: 
William Hughes, E. H. Huth, Jack Hird, 
and Bill Hoblet, Sales Representatives; 
C. F. Wiehrs, L. M. Selleck, Leon C. Os- 
born, J. P. Louderman, T. L. Hoshall, Jr., 
James Q. Leavitt, John M. Leavitt, J. A. 
Kearns, and C. K. Murphy, Agents; and 
Dave Young, Service. 
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Reception booth to discuss with buyers 
and sellers of canning equipment install- 
ment financing programs suited to their 
respective needs. 

IN ATTENDANCE — Sales executives 
from many sections of the country. 


CONTAINER CORP. OF AMER............. 211 


EXHIBITING — Corrugated and Fibre 
Shipping Containers for canned products. 


CONTINENTAL CAN 215 


A spacious, well arranged lounge where 
canners may relax, meet friends, and 
talk over can problems. 


IN ATTENDANCE—A full delegation of 
executives from sales, production and re- 
search from all parts of the country. 


CORN PRODUCTS SALES CO................. 237 


Reception booth with executives, sales 
and technical personnel in attendance to 
explain the advantages of corn sugars 
and syrups. 
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EXHIBITING —A Cutting Bee of the 
company’s own new Sweet Corn Hybrid 
“Prosperity” and of the new Bush Lima 
Bean “Seminole”. There will be up to 
date information on other recent vege- 
table varieties along with color photos 
of many of them. 


IN ATTENDANCE — Earl Page, Bob 
Kramer, Bill Carter, Bruce Root, and Kip 
Corneli. 


CRITES-MOSCOW GROWERB................ 214 


Reception booth to discuss your seed pea 
requirements. 


IN ATTENDANCE—Irving J.‘ Courtice 
and other sales representatives. 


CROWN CORK G&G SEAL, CLOSURE 


Reception booth with a large delegation 
of can company and seal company execi- 
tives from sales, research and production 
in attendance to welcome and consult 
with customers. 
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A WHOLE WORLD OF 


FOR YOUR FINE FOODS 


STANGE 


SEASONINGS 


SILENT PARTNERS IN FAMOUS FOODS 


50-A SEASONINGS ® C.0.S. SEASONINGS @ N.D.G.A. ANTIOXIDANT 
PEACOCK BRAND CERTIFIED FOOD COLOR 

Wm. J. STANGE CO. CHICAGO [2, ILLINOIS *° OAKLAND 21, CALIF. 

STANGE-PEMBERTON, Ltd., NEW TORONTO, ONTARIO, CANADA 
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A GUIDE TO EXHIBITS—continued 


DARWORTH, INC. 256 


EXHIBITING—Cellu-san, the water re- 
pellent wood preservative used to protect 
field boxes and hampers. A feature of 
the display will be a greatly enlarged 
photograph showing boxes which have 
been Cellu-san dipped by some of the 
country’s largest canners and packers. 
For comparative purposes a treated and 
untreated box of the same age will be 
shown to demonstrate the extra life the 
product affords crop gathering con- 
tainers. 


IN ATTENDANCE — Frederick D. 
Houghton, Robert Goodney, James C. 
Brown, Dan O’Brien, William Koenig, 
Dudley Fitts, William Loye, Donald Sell- 
ers, and Charles G. Briner. 


DEWEY & ALMY CHEM. CO...........:c000+ 37 


EXHIBITING — Sealing compounds for 
tin can and glass closures, featuring the 
new No. 20 Automatic High Speed Com- 
pound Applying Machine and Drier 
which applies and dries sealing com- 
pounds at speeds up to 400 ends per 
minute. Its continuous operation elimi- 
nates intermediate handling of ends. The 
machine is adjustable and will handle a 
range of can sizes from 211 diameter to 
401 diameter ends. 


Cellu-San Treated Boxes 


IN ATTENDANCE—Hugh §. Ferguson, 
President; George W. Blackwood, Vice- 
President and General Sales Manager; 
Dunbar L. Shanklin, Assistant Director 
of Research; David G. Bernard, Sales 
Manager of Container Sealing Com- 
pounds. Also from Cambridge will be 
William M. Rand, Jr., M. R. Day, George 
W. Kirchwey, Maurice J. Harrington, 
Fordyce I. Williams, Charles J. Jacobs, 
Jr., and Elmer N. Funkhouser. L. J. 
Cone, Carroll White, George Kafka and 
Allan Patterson, representatives; as well 
as representatives of the Overseas Di- 
vision. 
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DIAGRAPH-BRADLEY 118 


EXHIBITING — Young Carton Printer 
for printing the ends of cases attractively 
and distinctively as an assistance in mer- 
chandising the contents. Also featured 
will be the Young Wire Stitching Ma- 
chine with electrically activated post 
eliminating operator fatigue. Stencil 
Cutting Machine, Stencil Board, Stencil 
Brushes, Label Gummer, and other ship- 
pingroom needs will be shown. 


EXHIBIT HOURS 


Saturday, February 19 
10:00 a.m. to 5:30 p.m. 
Sunday, February 20 
1:00 p.m. to 5:30 p.m. 
Monday, February 21 
10:00 a.m. to 5:30 p.m. 
Tuesday, February 22 
10:00 a.m. to 5:30 p.m. 
Wednesday, February 23 
10:00 a.m. to 3:30 p.m. 


Attendance awards—daily 5:00 p.m. 
except Wednesday 3:00 p.m. 


IN ATTENDANCE—J. R. Arthur and 
N. A. Young. 


DIAMOND CRYSTAL 16 


EXHIBITING—A new mechanical Bulk 
Salt Dispenser for accurate salting of 
food products in the can. Attending 
representatives will welcome visitors and 
the opportunity to explain the operation 
of this equipment. 


EXHIBITING—A complete plant sanita- 
tion program from pre-pack through the 
end of the season. Demonstrating the 
powerful disinfecting action of Diversol 
CX and on the spot proof of how the 
product gives high bacteria kill, result- 
ing in fresher, more attractive finished 
products. Insecticides and sprayers will 
also be highlighted. 


IN ATTENDANCE—S. E. Alvis, H. W. 
Jones, W. E. Shoemaker, and T. A. An- 
derson. 


DIXIE-WAY MACHINE CO. 58 


EXHIBITING—Russell’s Case Packers, 
Case Sealers, and Automatic Cookers. 


IN ATTENDANCE —Lee Russell, Ira 
Russell, with several others. 
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DODGE & OLCOTT 259 


EXHIBITING—D & O “World of Flavor” 
Seasonings and a display in special glass 
containers of the company’s complete 
line of “Dry Soluble Seasonings” for the 
canning industry. Joe Kaliff, world fam- 
cus caricaturist will make sketches of 
visitors to the booth and present them 
to them with the compliments of D & O. 


JAMES DOLE ENG. 24 


DOUGLAS-GUARDIAN WAREHOUSE....240 


Personnel in attendance with literature 
to explain the advantages of field ware- 
housing. 


DUDLEY MACHINERY CO. ..........:ceceeeee 13 


EXHIBITING — New remote control, 
waterproof, electronic Switches which 
automatically cut off power when stop- 
page occurs at any point in the produc- 
tion line, thus preventing jams and back- 
ups. Line flow is resumed automatically 
when trouble spot clears since electronic 
impulses control motor starters at all 
vital points, 


ECONOMIC MCHY. CO. 31 


EXHIBITING — The “World” Turret 
Labeler especially designed for glass 
containers, in actual operation labeling 
preserve tumblers and jars. 


Electronic Line Flow Switch to be 
Displayed by Dudley Machinery Corp. 


ELECTRIC SORTING MACH. 


EXHIBITING —A new high capacity 
photoelectric color Sorting Machine for 
the canner and packer of dried beans and 
peas, which faithfully removes, at eco- 
nomical speeds, all foreign material and 
discolored beans and peas. Also featured 
will be the ESM Pneumatic Separator 
for removal of loose skins, splits and 
lightweight trash from many products. 


ELGIN MFG. CO. 43 


EXHIBITING—Filling and Capping Ma- 
chines for viscous and semi-viscous prod- 
ucts. 
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For top-quality beet packs... 


Select from “the big three” 


grown by 


DETROIT DARK RED—MORSE’S STRAIN DETROIT DARK RED—FERRY’S STRAIN PERFECTED DETROIT 

The original medium top strain, intro- The first Detroit Dark Red, introduced by A strain of Detroit Dark Red selected 
duced by us in 1935. Preferred in the us in 1892 and still the most widely used primarily for its tall, strong tops. Well 
Pacific Northwest and outstanding on canning strain, adapted for mechanical harvesting in 
muck land elsewhere. upland areas. 


For more even sowing and hence more uniform Beets, seed of Ferry- 
Morse canner strains is specially processed, sized and treated! 


Orders may still be booked for spring delivery. 


Y- ORSE SEED CO. 


DETROIT MOUNTAIN VIEW e LOS ANGELES MEMPHIS HARLINGEN TAMPA 
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A GUIDE TO EXHIBITS—continued 


FAWICK AIRFLEX 22 


EXHIBITING — And demonstrating In- 
dustrial Clutches and Breaks, particu- 
larly adaptable to the operation of can 
making equipment. 


J. L. FERGUSON CO. 53 


EXHIBITING—A Case Sealer with sev- 
eral new revolutionary features. 


A, T. FERRELL & CO. 127 


EXHIBITING — The All Steel No. 33S 
Clipper Pea Cleaner available in nine 
models varying in size, capacity and 
function. 


IN ATTENDANCE — Eldon L, Kaylor, 
President, assisted by sales personnel. 


FERRY-MORSE SEED CO. ..............00000 209 


Hospitality booth attended by Gayle 
Johnson, Ned Banton, and Jack Bates, to 
explain canner varieties of seeds de- 
veloped by Ferry-Morse for the 1955 
planting season. 


THE FILLER MACHINE CO. .................. 55 


EXHIBITING—A newly designed 12- 
cylinder Filling Machine for semi-liquid 
and semi-solid products, which has 
speeds up to 300 per minute and is 
equipped with the no container no fill 
device. 


IN ATTENDANCE —John H. Geyer, 
President, and assistants. 


FISKE BROS. REFINING CO. ................ 115 


EXHIBITING — Lubriplate Lubricants 
featuring those for use on machine parts 
operating under water. 


Cherry-Burrell’s Model B “Superhomo” 
Homogenizer 
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W. J. FITZPATRICK CO. 34 


THIS EXHIBIT will be devoted princi- 
pally to the disclosure of a new advance 
in food technology identified as Thermi- 
nution. A Therminting Machine will be 
on display. 


IN ATTENDANCE—W. J. Fitzpatrick 
and W. J. Howe, Jr. 


FLEXIBLE STEEL LACING 102 


EXHIBITING—Belt Lacing, Belt Fast- 
eners, and Belt Cutters. 


FOOD ENGINEERING 223 


EXHIBITING—Copies of “Food Engi- 
neering” and a special canning section 
reprint, 


FMC Model 3A Corn Cutter 


FOOD MACHINERY & CHEM. CORP. ...... 1 


THIS EXHIBIT will be in keeping with 
the general “Futurama” theme of the 
Convention, featuring the improved 
Model 3A Corn Cutter, with new pre- 
cision gauging mechanism and cutting 
head to provide greater yield while re- 
ducing maintenance and operating costs. 
A new high speed Syruper will be shown 
for the first time. One of the outstand- 
ing features of this machine is an “in 
motion” timing device to provide an im- 
proved method of syncronizing can trans- 
fer points. A new French Style Bean 
Slicer said to increase capacity 200 per- 
cent over conventional preparation meth- 
ods. The FMC “Sterlimatic” cooking 
principle, which combines a continuous 
operation with rolling can agitation will 
be illustrated, showing the application of 
fast and even heat penetration to a wide 
variety of canned food products in almost 
any can size. The 20-pocket M&S Filler; 
a new model 15-station Pea and Bean 
Filler; and a new and extremely efficient 
Sliver and Nubbin Eliminator for French- 
fried cut potatoes, will be shown. Other 
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machines include Key Froth Flotation 
Cleaner for separating wastes from such 
products as corn, peas and lima beans; 
and a Carruthers Multi-Pak Filler that 
automatically places whole or French 
style string beans into cans. 


IN ATTENDANCE—B. C. Carter, Ex- 
ecutive Vice-President in Charge of Ma- 
chinery Division; C. K. Wilson, Vice- 
President and Manager of the Canning 
Machinery Division; William deBack, 
Vice-President and Managing Director of 
International Machinery Corporation, an 
FMC affiliate; P. C. Wilbur, Vice-Presi- 
dent and Director of Development for the 
Canning Machinery Division; Harold L. 
Link, Operations and Sales Manager of 
Canning Machinery Division’s Eastern 
Operation at Hoopeston, Illinois; and 
Frank J. Fay, Sales Manager of Can- 
ning Machinery’  Division’s Western 
Operation at San Jose, California. 
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EXHIBITING—Its monthly journal and 
other literature. 


IN ATTENDANCE — Publisher Herb 
Vance, Business Manager Mel Carlson, 
and Editor Bill Schall. 


GALLATIN VALLEY SEED ...............004 230 


IN ATTENDANCE—L. P. Cooper, L. P. 
Cooper, Jr., Harvey B. Schlagenhauf, 
J. R. Thompson, W. C. Hunter, and 
Owen D. Agenbroad, who will be happy 
to discuss your seed requirements. 


GENERAL ELECTRIC CO. ..........ceeeeeeees 117 


EXHIBITING—A complete line of radia- 
tion equipment for the food processor 
such as “Hytafill” (height-of-fill moni- 
tor), Fluoroscopic Units for bulk and 
package inspection, Electron Beam Gen- 


Diagraph Bradley will exhibit the 
Young Carton Printer 
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Tendermost Sweet Corn 


OUTSTANDING OUTSTANDING 
for tenderness in for unequalled 
‘the fancy stage cutting percentage 


year after year 


OUTSTANDING 


| for long holding in 
canning condition 


MICHAEL-LEONARD CO. 


. 


OUTSTANDING 


for attractive 
appearance in the 
can; fine, brilliant, 


Sioux City 6, la. - Chicago 16, In. 


fadeless gold kernels Creators of Famous Sweet Corns 
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A GUIDE TO EXHIBITS—continued 


erators for food sterilization and pas- 
teurization, and the GE Grain Inspection 
Unit for in-process quality control of 
grain foods. 


IN ATTENDANCE—R. E. Daniels, P. B. 
Lewis, F. L. Perrin, C. H. Wantz, J. D. 
Webster, L. C. Sheldon, and J. W. Ranftl. 


GRIFFITH LABORATORIES .................. 243 


EXHIBITING—Seasonings and recipes 
with sales and laboratory personnel in 
attendance. 


GROEN MEG. CO. 9 


EXHIBITING — Stainless Steel Steam 
Jacketed Kettles, Tanks, Vacuum Pans, 
and other sanitary processing equipment. 


Hamilton Pressure Cooker 


FRANK HAMACHEK MACH. CO. ........ 35 


EXHIBITING — The new Steel White 
Style Viner Feeder for feeding pea and 
lima bean viners extensive use 
throughout the United States and Can- 
ada this past season. With additional 
improvements made for 1955 these feed- 
ers are now so much more efficient and 
trouble-free that users practically label 
their older White Style Feeders as obso- 
lete. Also shown will be the Key Vine 
Feed Regulator. Photographs and blue 
prints of recent new viner station instal- 
lations are expected to attract a great 
deal of interest. 


IN ATTENDANCE—Frank Hamachek, 
III, Richard L. Hamachek, E. W. Clas- 
son, William F. Irving, Nate Hughes, 
Harry H. Howeth, Ed McGinness, Bert 
W. Nevins, Paul Bott, R. E, Richards, 
and Will Coulter. 
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EXHIBIT HOURS 


Saturday, February 19 
10:00 a.m. to 5:30 p.m. 


Sunday, February 29 
1:00 p.m. to 5:30 p.m. 


Monday, February 21 
10:00 a.m. to 5:30 p.m. 
Tuesday, February 22 
10:00 a.m. to 5:30 p.m. 


Wednesday, February 23 
10:00 a.m. to 3:30 p.m. 


Attendance awards—daily 5:00 p.m. 
except Wednesday 3:00 p.m. 


HAMILTON COPPER & BRASB............ 116 


EXHIBITING — Stainless Steel Steam 
Jacketed Agitating Kettles of special 
sanitary round corner construction. 


IN ATTENDANCE—Paul Hock and A. 
Hock, Jr. 


HAZEL-ATLAS GLASS CO. 221 


EXHIBITING—A complete line of pack- 
ers bottles and jars in all sizes and in 
flint, amber and blue. A large map show- 
ing the wide distribution of the com- 
pany’s factories and sales offices will 
feature the exhibit. 


IN ATTENDANCE—J. H. Homburg, J. 
H. Blatchley, H. C. Crago, J. C. Neuhart, 
J. L. Hendrickson, J. N. MeNash, J. H. 
Majesky, H. G. Lewis, J. J. Noll, and 
representatives from all sales offices. ° 


Hospitality booth where friends and cus- 
tomers will be most welcome. 


IN ATTENDANCE — Albert (Buzz) 
Heekin, C. A. Rolfes, Charles L. (Chuck) 
Heekin, Roy Barton, and others. 
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EXHIBITING—And demonstrating how 
Horix equipment brines, sauces or fills 
wide mouth glass or tin containers at 
high speeds without the need for head 
spacer and washing before labeling. 


IN ATTENDANCE — Mrs. Frank B. 
Fairbanks, Renwick McWilliam, and 
other sales personnel. 


EXHIBITING — Latest types of “Moni- 
tor” Equipment including an improved 
Pea Cleaner, available in various sizes 
to meet specific needs; a Pea Blancher 


having many new sanitary features; 
Cherry Pitter with many new features; 
an All Steel Bucket Elevator, available 
in styles to meet particular requirements; 
and the newest in Tomato Handling 
Equipment. 


IN ATTENDANCE—G. F. Reid, Howard 
Griffin, and other sales personnel. 


HURON MILLING CO. ...........::cceeeeeeeee 122 


EXHIBITING—Huron Monosodium Glu- 
tamate and Hydrolized Vegetable Pro- 
tein Products. 


INTERNATIONAL MIN. & CHEM. ...... 11 


Hospitality booth manned by many mem- 
bers of the company’s sales force well 
qualified to discuss Ac’cent (Pure Mono- 
sodium Glutamate) application in the 
food manufacturing industry. On dis- 


Exhibited by Electric Sorting 
Machine Company 


play and in operation, equipment de- 
veloped by the company to simplify 
Ac’cent application. 


IN ATTENDANCE — Cliff F. Evers, 
Technical Service Director; Lou G. Buett- 
ner, Technical Service Representative, 
and O. C. Petersen, Sales Manager of the 
Food Processing Department; as well as 
Douglas J. King, Allan J. Cassidy, 
Stephen E. Juratovic, Paul E. Elliott, 
John J. Fitzmorris, Harold E. Terwell, 
E. G. Freeman, and W. H. Johnston, Dis- 
trict Sales Managers. 


INTERNATIONAL SALT CO. .............045 106 


EXHIBITING—the Lixator which pro- 
duces from economical rock salt a pure, 
clear, filtered, fully saturated brine with- 
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CANNING TRADE 


lt’s NEW! It’s VERSATILE! 
ltr’s ADJUSTABLE! It’s the 
Greatest Case Packer Devised! 


Now for the first time-a case packer that not only packs cans vertically, 
but handles them gently as well. No torn labels, no dented cans, no 
agitation of contents. It will pack 30 different standard sizes of cans. 
600 cans per minute . . . filled or empty. It’s the most revolutionary 
case packer ever. 


® QUICK CHANGE IN MINUTES 


A ZES: 
WE'LL SEE YOU eee 
yaa Diameters: 202 to 603 
s Two Layer—Heights up to 600 
CHICAGO Single Layer—Heights up to 700 
CONVENTION @ CASE ARRANGEMENT 


February 19 to 23 Single Layer—Double Layer 
Conrad Hilton 4x3, 4x4, 4x5, 4x6 and 2x 3. 


Room 529 (Film) 
Space 203 @ STRAIGHT LINE PRODUCTION 
(literature & slides) 
Maryland Engineering Company 
write us or phone for details 
Box 500 


: Oldfield 3-3939 i 
Randallstown, (Baltimore) Maryland 
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A GUIDE TO EXHIBITS—continued 


out agitation, which has found wide us- 
age throughout the industry. The back- 
ground of the booth will feature “Sterl- 
ing” Salt for home, including round 
packages and the new 5 lb. bag, as well 
as industrial types of evaporated, grainer 
and rock salt. Also featured will be the 
“Sterling” Salt Tablets which range in 
size from 10 to 250 grains. 


IN ATTENDANCE—Mpyron L. Hyman, 
Vice-President Sales; Dale W. Kaufman, 
James K. Gearhart, Ralph G. Amos, Paul 
S. Trible, Sven A. Nystrom, Clarence E. 
Sorg, Jr., Lawrence J. Theilgard, Henry 
E. Kalter, Marius H. Rice, and John T. 
Root. 


R. A. JONES & CO. .......cccccccccccsssceesesees 258 


EXHIBITING —A pictorial of constant 
motion cartons for cans and Packer for 
filling cartons. 


KIECKHEFER CONTAINER CO. ............ 216 


EXHIBITING — Corrugated and_ Solid 
Fibre Boxes of Quad-lock construction, 
embodying Pull-Tab and Pull-Rite open 
features. 


F. H. LANGSENKAMP CO. 100 


EXHIBITING—An extensive line of mod- 
ern high speed Canning Machinery, in- 
cluding Indiana E-Z Adjust Pulper, Indi- 
ana Brush Finisher, Junior Pulper, 16- 
ton Hot Break Unit, Kook-More-Koils, 
3-Way Valve, Juice Strainer, the Burgee 
Automatic Can Opener and Can Crusher, 
and the introduction of the new 580- 
gallon Inconel Tank. 


IN ATTENDANCE—Frank S. Langssen- 
kamp, John E. Trefz, S. B. Lindley, L. I. 
McInturf, and other company represen- 
tatives. 


LEE METAL PRODUCTS CO. .............0000+ 40 


EXHIBITING — Cooking and _ Cooling 
Equipment used by fruit, meat and vege- 
table processors, including a 300 gallon 
Trunnion Kettle of stainless steel, fea- 
turing the company’s Hydraulic Cylinders 
for tilting the Agitator out of the kettle, 
and also for dumping the kettle. A 200 
gallon Mixing Kettle for processing meat 
and chicken gravy, as well as for other 
food products. A Pressure Poultry and 
Meat Cooker, and a Quick Cooling Pan 
for jellies, pie filling, and gravy. 
Hydraulic features of this equipment will 
be demonstrated throughout the show. 


IN ATTENDANCE —J. Munson Lee, 
Thomas J. Lee, George H. Tay, Sr., 
George H. Tay, Jr., and A. L. Hellewell. 


See the Burgee Can Opener at the 
Langsenkamp Booth 


CO. 39 


EXHIBITING — And operating Liquid 
Vibrating Sereens designed to effectively 
remove foreign matter from vegetables 
and for rapid dewatering without dam- 
age to the product. An Inclined Screw 
Conveyor and a Flexmount Oscillating 
Conveyor will recirculate the solids to 


the vibrating screen. And on display a 
complete line of power transmission 
equipment including Roller Chains and 
Sprockets, Ball and Roller Bearings, 
Variable Speed Drives, Enclosed Gear 
Drives, and Precision Silent Chain. 


IN ATTENDANCE—W. J. Nighbert in 
charge, accompanied by a delegation of 
competent sales engineers. 


MANITOWOC ENGINEERING .............. 99 


EXHIBITING—A new Case Packer for 
No. 10’s employing the vertical style of 
pack, and Feeding Machines. 


IN ATTENDANCE—Sales personnel to 
demonstrate. 


MARSH STENCIL MACH. CO. .............. 123 


EXHIBITING—Stencil Cutting Machines 
and Marking Supplies, and a Taping 
Machine for taping cartons. 


MARYLAND ENGINEERING ................ 203 


EXHIBITING — The new Vertical Case 
Packer adjustable for some 30 different 
sizes of standard cans, straight line pro- 
duction, no tearing of labels, no denting 
of cans. A film of its operation will be 
shown during the Convention in Room 
529 Conrad Hilton. 


IN ATTENDANCE — William F. Mc- 
Bride, C. H. Neer, A. J. Stritzinger, and 
E. C. Bender. 


METAL GLASS PRODUCTS CO. ............ 104 


EXHIBITING—A life size presentation 
of glass manufacturing in operation, a 
traveling belt coming out from under 
this picture, and a traveling line of 
selected ware, which will be in continu- 
ous motion and entering into the repre- 
sentation of a packing plant at the far 
end. 


THE CRCO MECHANICAL BEAN PICKER—R 


ight: Front view showing vine lifting arrangement and harvesting cylinde’. 


Left rear view showing cleaner, bagger and bagging platform. Tractor is International Harvester’s super C. 
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GREETINGS CANNERS! 
Stop in to See Us 


At BOOTH 


250 Outside 


Main Ball Room In 
CONRAD HILTON HOTEL | 


A wilt-resistant type of Perfection. maturing about 3 
days earlier than this regular strain, and running 
slightly higher to small sieve sizes. 


Vines are 32" tall, bearing pods 3%" long, set double 
and medium green in color. 


A good variety to use for extending your Perfection pack. 


OTHER VARIETIES RECOMMENDED FOR CANNING AND FREEZING: 


CANNING FREEZING 
Cangreen Wando 

Alaska, Wilt Resistant Wyola 

Surprise, Wilt Resistant Victory Freezer 

Pride Dark Green Perfection 

Canner King Thomas Laxton (Dark Pod) 

Early Perfection 3852 Woodruff’s Topper 

Perfection, Wilt Resistant? Freezonian 

Wisconsin Early Sweet Miracle 


F. H. WOODRUFF & Sons, Inc. 


Milford, Conn., Bellerose, L. I., Salisbury, Md., Atlanta, Sacramento, Dallas, Mercedes, Tex., Toledo 


CANNING TRADE 


February 7, 1955 
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A GUIDE TO EXHIBITS—continued 


IN ATTENDANCE—E. M. Terner., J. P. 
Moore, Arthur V. Higbee, J. I. Higbee, 
G. Costello, J. Costello, N. N. Curtis, 
and Charles Chintala. 


MICHAEL-LEONARD CO. 252 
Reception booth with a full corps of rep- 


resentatives in attendance to discuss 
canner and freezer types of seed. 
MOJONNIER BROS. CO. ...........ccccceeeeeees 52 


FEXHIBITING—An Evaporator and Heat 
Exchanger. 


MORRISON BROS. SEED CO. .............. 222 


Reception booth with E. H. Hughes. H. A. 
Rosenhoeft, and Robert Ritter in attend- 
ance to discuss your seed per requ re- 
ments. 


MORTON SALT CO. ..........cccssesccseeereessoees 4 


EXHIBITING—The Morton Brinemaker 
Model E, the Morton Bulk Salter Ma- 
chine, and the Morton “Scienco” Tablet 
Machine, plus various grades of salt used 
by the canning industry including the 
famous Morton “999” Salt. 


IN ATTENDANCE —R. A. Simpson, 
W. W. Morrison, E. R. Phillips, Ed De- 
Wald, and T. E. Driskell. 


NATIONAL CAN CORP. .............::::00008 226 


A spacious reception booth with a full 
coterie of representatives in attendance 
to discuss your can requirements—East, 
Central West, and now with the recent 
addition of Pacific Can Company on the 
Pacific Coast. 


NATIONAL CONTAINER CORP. .......... 241 


EXHIBITING—A new professional dis- 
play depicting dramatically the manufac- 
ture of Corrugated Shipping Containers 
“from the tree to the finished product”, 
and the phenomenal growth during the 
past 25 years of National Container, one 
of the largest fully integrated manufac- 
turers of fibreboard containers and prod- 
ucts. A booklet “Facts for Canners 
About Freight Damage”, presenting 
many helpful suggestions to shippers 
how to prevent damage to canned foods 
in transit, will be distributed. 


NATIONAL STARCH PRODUCTS——219 


EXHIBITING—“Clearflo” Thickeners or 
Stabilizers for pie packs and _ soup 
gravies, and “Purity NCS” for cream 
style corn and soups. 

IN ATTENDANCE—S. F. Thune, R. W. 
Anderson, H. Korn, John Holborow, and 
E. J. Mullins. 
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Maryland Engineering Company’s 
Vertical Case Packer 


NEW JERSEY MACH. CORP. ................ 29 


EXHIBITING—Automatie Bottle Label- 
ers, Table Gumming Machine, Code-O- 
Matic Printer, and Labelrite. 


NORTHRUP, KING & CO. .................4 244 


Reception booth with representatives in 
attendance to discuss your seed require- 
ments. 


IN ATTENDANCE—J. W. Mathys, L. W. 
(Larry) Corbett, Chet Finstad, M. C. 
Hillery, G. O. (Gordon) Newton, P. R. 
(Pete) Walker, and H. E. Dougherty. 


OAKITE PRODUCTS, INC. 114 


EX HIBITING—Oakite Rustripper, a new 
alkaline material that removes rust at 
the same time as it removes soils. Chief 
advantages of the new material is that 


Manitowoc Case Packer for No. 10 cans 


THE CANNING TRADE 


it eliminates the need for separate clean- 
ing, paint stripping, and rust removing 
operations, and consequently saves space, 
handling, water and material. Other 
Oakite Cleaning Materials and equip- 
ment will be exhibited. 


IN ATTENDANCE—Ken C. Tucker, R. 
A. Davis, O. W. Nealy, F. J. McNally, 
T. A. Rink, and C. Harding. 
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EXHIBITING—The Olney Quality Grad- 
er and Corn Cutter. 


IN ATTENDANCE—George J. Olney. 


OWENS-ILLINOIS GLASS 207 


EXHIBITING—Representative products 
manufactured by its divisions and sub- 
sidiaries, including Glass Container, 
Libbey Glass, Kimble Glass, Owens-Illi- 
nois Plywood, and Kaylo divisions. Dis- 
played will be television bulbs, glass 
blocks, ampuls, table and scientific glass- 
ware, and plastic items. Center back- 
ground mural will carry pictures of the 
Ohio Building, Toledo headquarters of 
Owens-Illinois and all of its plants. 


IN ATTENDANCE—Personnel from the 
Toledo general offices and branches. 


EXHIBITING—A High Speed Rotary 
Piston Filler. 


PLANTERS MANUFACTURING CO....... 124 


EXHIBITING—A full line of 5/8 Tomato 
Field Hampers. John T. (Johnny) Cur- 
ran will be in attendance to explain to 
tomato and tomato products packers the 
advisability of taking advantage of 
Planters many long years of experience 
in basket making. 


PRODUCTIVE EQUIPMENT CORP. ........ 28 


EXHIBITING—Stainless Steel “Selectro” 
Screen for food processing. They will 
also have a sectional model of a new type 
of Screen Panel Installation. In addi- 
tion a “Visual Inspection Table” for 
fluids and semi-fluids with a_ plastic 
trough capable of handling 200° F. ma- 
terials without deformation. 


EXHIBITING—Samples of seed peas for 
canners and freezers. 


EXHIBITING — A_ complete line of 
Reeves Variable Speed Drives and Con- 
trols all in actual operation, covering 
four different types of variable speed 
units ranging in HP from % to 87 and 
including a complete line of automatic 
controls. 
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‘That's what it takes in today's Battle of the Grocery Shelf. Label color that draws the 
shopper to your brand — makes her want — makes her buy. And Muirson’s exclusive | 
“nature-color’ repféduction is’ special, ‘because Muirson specializes in just one thing 


because specializes 


page produced in its enivety by Muir, Label Co Inc. 
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A GUIDE TO EXHIBITS—continued 


IN ATTENDANCE —C. E. Hill, Mike 
Sarley, George Zorini, E. S. Whitlock, 
and R. D. Moore. 


RIETZ MANUFACTURING CO. ........... 120 


EXHIBITING—The Rietz Angle Disinte- 
grator, adaptable for a multitude of 
crushing, pulverizing, pulping and com- 
minuting processes in the food industry. 


IN ATTENDANCE—A number of Rietz 
District Engineers to answer specific 
problems concerning size reduction, 
blanching, cooking and cooling. 


ROBBINS & MYERS. 107 


EXHIBITING—Complete line of Robbins 
& Myers Pumps. 


A. K. ROBINSG & CO. 


Robins this year celebrates its 100th An- 
niversary of supplying equipment to the 
canning industry, with Robert A. Sindall, 
Jr., great grandson of the founder, head- 
ing the Convention delegation. 


EXHIBITING—Robins Thermotic Steam 
Blancher for lima beans, diced carrots, 
peppers, French fried potatoes, banana 
puree, mushrooms and other fruits and 
vegetables. Robins Pickle Feeder used in 
conjunction with the Urschel Model O 
Pickle Slicer and the Robins Pickle 
Halver. The Robins Pickle Halver for 
slicing pickles, peppers, smoked sausage, 
znd cherries. Robins Turnover Inspec- 
tion Table, which is used for the inpec- 
tion of fruit and vegetables. Robins 
Temato Grader for size grading. Robins 
Roto-Screw Lye Peeler for peeling white 
and sweet potatoes, onions, carrots, etc. 


Several other machines will be on exhibi- 
tion and a full complement of engineers 
on hand to explain them. 


IN ATTENDANCE—Robert A. Sindall, 
Jr., Harry R. Stansbury, Louis E. Kibler, 
E. Stephen Lewis, Arnold Brodsky, 
LeRoy Kibler, William Silver, and M. 
Kurt Gunzenhauser. 


ROGERS BROS. SEED CO. ...........scc00eee 233 


A meeiing place where the company’s 
many friends and customers may discuss 
their various seed problems. 


IN ATTENDANCE—R. K. Rose, T. T. 
Hopkins, Jay M. Bingham, Hugh Dorr, 
and Robert E. Smith. 


ROSSOTTI LITHOGRAPHINCG .............. 217 


EXHIBITING—Four-color self-merchan- 
dising Packages and Labels. 


EXHIBIT HOURS 


Saturday, February 19 
10:00 a.m. to 5:30 p.m. 


Sunday, February 20 
1:00 p.m. to 5:30 p.m. 


Monday, February 21 
10:00 a.m. to 5:30 p.m. 


Tuesday, February 22 
10:00 a.m. to 5:30 p.m. 


Wednesday, February 23 
10:00 a.m. to 3:30 p.m. 


Attendance awards—daily 5:00 p.m. 
except Wednesday 3:00 p.m. 


Robins Thermotic Steam Blancher 
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FMC’s Potato Sliver and Nubbin 
Eliminator is designed to eliminate 
slivers and nubbins from French cut 
potatoes before or after blanching 

to up grade the product 


RUST-OLEUM CORP. 242 


EXHIBITING — Actual demonstrations 
to show how Rust Oleum with its 
specially processed sardine oil base can 
be applied directly over sound rusted 
metal surfaces to stop and prevent rust. 


IN ATTENDANCE—E. G. Randt, Paul 


Moffit, Albert A. Ahlff, and Marcel 
LaBreche. 
SCIENTIFIC SALTING 4 


EXHIBITING — Salting Tablets and 
“Scientco” Tablet Dispensing Machine. 


SCOTT VINER CO. 3 


EXHIBITING—One-quarter scale work- 
ing model of the company’s well known 
Continuous Tubular Blancher constructed 
of stainless steel; the Hydraule Elevator 
and Supply Tank with a feed height of 
only 12 inches above the floor level, fill- 
ing the great need for an elevator with 
a low commodity feed height. No need 
now to install a hydraulic elevator in a 
pit to accommodate hopper trucks or dis- 
charge from picking tables or other 
equipment which require low feed height. 
Constructed to load from a hopper truck 
only slightly above the floor line. Work- 
ing parts are neatly housed and it is 
equipped with variable speed drive and 
electric power unit that operates the ele- 
vating pump as well as the scavenger 
reel. A compact unit requiring a mini- 
mum of floor space of only 40 inches 
wide by 64 inches long, and 52 inches 
high. 


IN ATTENDANCE—F., H. Copeland, R. 
P. Knell, George A. Knorr, R. A. Stark, 
and other representatives. 
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WITH HIGH SPEED 
CASE PACKERS THAT 
FILL A TWO-LAYER CASE 
WITH EACH STROKE! 


SEE US AT THE CANNING 
SHOW .. . . BOOTH 36 
CONRAD HILTON HOTEL 


Burt Packers save time because cans are lifted, then gently pushed 
into proper tracks. Operator simply places empty case. The 
machine automatically fills and discharges case. 

Funnel is cleared with every plunger stroke, minimizing impact. 
Two-layer case filled with each stroke. 


Exclusive variable speed arranger assures uniform can supply in- 


cluding antomatic safety and clearing devices. 


Speed up your “line” with... 


HIGH SPEED CASE PACKERS 
and NON-STOP LABELERS 


BURT MACHINE COMPANY 
401 E. Oliver St. Baltimore 2, Md. 
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CANNERS! FREEZE 


Reduce Commodity Damage | 
Remove More Water 
With the... 


If you are experiencing excessive damage in removing water 
from delicate fruits and vegetables, the Scott Vibro-Lux can 
help you lick this costly problem. Here is a vibrator-separator 
that surpasses in performance the reel type separator in remov- 
ing water from commodities. In instances where dryness is a 
vital factor (such as ahead of freezing units), Vibro-Lux is 
doing an outstanding job for scores of leading packers. ~ 


With controlled vibratory action up to 1,000 times a minute, 
Vibro-Lux removes practically all water, cleans, rinses and 
removes most splits and skins from the commodity in one 
operation. This action spreads the commodity evenly over a 
20” width making grading easier and faster at the inspection 
table. A special divider attachment allows two types or sizes 
of products to be processed simultaneously. 


24” feed height and 1614” discharge height make it adaptable 
to your existing equipment. 


Vibro-Lux, which comes complete with drain pan and sprays, 
is available in three sizes. Also available with all stainless 
steel contact parts. 


See Us at the 
CONVENTION - BOOTH 3 
South Machinery Hall 


THE SCOTT VINER COMPANY 
1224 Kinnear Road Columbus, Ohio 
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A GUIDE TO EXHIBITS—continued 


SELLERS INJECTOR CORP. .............000+ 105 


EXHIBITING — Hydraulic Jet Cleaner, 
Rotor Jet, and Steam Traps for equip- 
ment cleaning. 


SIMPLICITY ENG. CO. 19 


EXHIBITING—Dewatering and Sizing 
Gyrating Screen, and Tomato Juice 
Screen. 


SINCLAIR-SCOTT CO. 23 


EXHIBITING—Equipment for the pro- 
duction of quality canned foods including 
Graders, Hullers, Rod Washers, and 
Vegetable Peelers. 


Sinclair Scott Rod Washer 


SPARKLER MFG. CO. 257 


EXHIBITING—Retractible Tank Filter 
and Horizontal Plate Puiter. 


STANDARD-KNAPP. 42 


EXHIBITING — An Unscrambling Ma- 
chine, a Labeler for standard range of 
can sizes, case packer and Carton Sealer. 
A full corps of engineers in attendance 
for full information. 


WM. J. STANGE CO. 210 


EXHIBITING—A display of packages 
using the company’s seasonings and certi- 
fied food colors. Special emphasis on 
Stange’s recently patented 50-A Spices, 
which are natural spices ground to micro- 
scopic fineness. This entirely new con- 
cept in spice grinding insures full natural 
spice flavor with the added advantages 
of controlled uniformity, ease of distri- 
bution and the elimination of specks in 
the finished products. 


IN ATTENDANCE—Technical personnel 
to assist canners regarding questions on 
taste appeal. 


TAYLOR INSTRUMENT COG. ................ 20 


EXHIBITING — Automatic Retort Con- 
trol. The company will introduce to the 
trade a new simplified concept of auto- 


40 


matic retort control; Timing Functions 
for venting, cooking and cooling em- 
bodied in a single instrument case. The 
unit provides completely automatic 
steam, steam with pressure cooling, or 
water retorting. It may be added to any 


EXHIBIT HOURS 


Saturday, February 19 
10:00 a.m. to 5:30 p.m. 


Sunday, February 20 
1:00 p.m. to 5:30 p.m. 


Monday, February 21 
10:00 a.m. to 5:30 p.m. 


Tuesday, February 22 
10:00 a.m. to 5:30 p.m. 


Wednesday, February 23 
10:00 a.m. to 3:30 p.m. 
Attendance awards—daily 5:00 p.m. 
except Wednesday 3:00 p.m. 


existing temperature and pressure re- 
tort system to provide fully automatic 
control. An animated panel will show the 
application of the Taylor “Transet” sys- 
tem on a Votator Heat Exchanger, which 
emphasizes the accuracy of the “Tran- 
set” in effecting pin point control under 
severe load change conditions. Another 
panel will present an efficient, simple and 
inexpensive method of controlling level 
in filler bowls, supply tanks, etce., utiliz- 
ing a simple proportional response con- 
troller by float mechanism to position the 
feed valves. Other instruments to be 
shown will include a liquid level and 
specific gravity transmitter, dial indi- 
cators, and various industrial ther- 
mometers, 


THATCHER GLASS MFG. CO. .............. 231 


EXHIBITING — Glass Containers with 
full corps of representatives in attend- 
ance to discuss your needs. 


Planters Cellu-San Treated Basket, 

(left). Note the rot and discoloration, 

bottom and center of untreated basket 
(right). 
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TOWMOTOR CORP. 48 


EXHIBITING — Towmotor Tow-Loader 
Handling Equipment. 


TRI<CLOVER 14 


EXHIBITING — Sanitary Fittings, 
Valves, Pumps, Tubing, Magnetic Traps, 
Filters, many of new design and es- 
pecially adaptable for the food industry. 


IN ATTENDANCE—F. Hinrichs, T. La- 
Rose, R. L. Nissen, J. L. Costigan, F. H. 
Clark, W. J. Cotter, S. F. Greenwood, 
and K, J. Norris. 


Simplicity Vibrating Screen 


TYGART VALLEY GLASS CO. .............. 212 


EXHIBITING —Glass Jars and other 
items for the canning and preserving in- 
dustries, 


UNION BAG & PAPER..............::ceeeeeeeee 228 


EXHIBITING—Actual customers’ boxes 
and in full color transparencies (5 to be 
exact) to depict these same boxes in “in 
use’ setting, all based on the company’s 
claims “Satisfaction Rests on _ the 
Carton”. 


IN ATTENDANCE—J. A. Biggins, L. A. 
Wulff, T. J. Cunningham, and G. E. 
Arnold. 


THE UNITED CO. 15 


EXHIBITING — The 20th National 
Canned Corn Cutting Bee, one of the 
major industry efforts to promote canned 
corn as a commodity. Again directed by 
Mrs. “Toots” Cover, this year’s Cutting 
Bee is the largest ever held in Chicago. 
More than 25 million cases of the 1954 
production of canned corn are repre- 
sented. Several new packs suggest the 
industry’s latest trends. Conducted under 
near-ideal sampling conditions, the event 
is vital to all canners, buyers, brokers 
and others interested in canned corn, All 
packs are identified, all samples bear the 
packers’ labels, all cans provided by the 
canners. Headlining TUC’s equipment 
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CANNING MACHINERY 


and 


EQUIPMENT 


U. S. Bottlers Automatic Rotary 
Vacuum Filler 


developments is the latest model Cutter, 
with valuable new improvements, all eco- 
nomically adaptable to most earlier 
models. These rival the TUC Cut-All 
Attachment in importance. A new 
smoothness of operation makes feeding 
easier, with most errors being corrected 
automatically on the spot. The Cutter 
Head will handle all ears with new ease, 
gentleness and accuracy, particularly big 
and tapered ears, the company claims. 


One of the most advanced machines to 
become available this year is the new 
Model DS (Double Shear) Cremaker. Its 
capacity exceeds 3 pounds of cut kernels 
per second, over 12,000 pounds per hour. 
Other latest model TUC equipment on TD Sas 
display will be TUC Husker, which con- ines 
sistently handles 1.25-1.5 tons of corn Manufacturers of Complete L of 
per hour per operator; TUC Silker, for . 
both whole kernel and cream style corn; 

l'lotation Washer, with many functional CLEANERS a GRADERS e WASHERS 
improvements; Rod Shaker, for screen- 
ng, rinsing and dewatering corn, peas, LA ET 
heans and fruit products; Sanitary Mix- & NCHERS, Cc. 
er; Can Shaker, for Strata-Cook and 
other eream corns; and the TUC Acces- for 
sory machines, including Macerator, 
Double Trimmer, Automatic Knife 

Sharpener, and others. Color pictures PEAS - LIMA BEANS 7 TOMATOES 
will be projected continuously to demon- 


rate typical installations of all TUC BEETS - STRING BEANS e CHERRIES > 


‘uipment. 


‘'N ATTENDANCE~—Ralph Cover, and other Vegetables and Fruits 
“oots” Cover, Paul Cover, Ruskin War- 
1, and other company representatives. 


See Latest Models At The Convention 


OOTH No. 5 
S. BOTTLERS MCHY. CO. ................38 
-HIBITING — Semi-automatic and 
tomatie high speed liquid Filling and NTLEY ANU FACTU NG C0 
ntainer Cleaning equipment. 
i ATTENDANCE—Officials of the com- BROCTON, N. Y., U.S.A. 3 


} uy and territorial representatives. 
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A GUIDE TO EXHIBITS—continued 


Pfaudler Sanitary Heat Exchanger 


U. S. ELECTRICAL MOTORS ................ 112 


EXHIBITING—Operating and cut-away 
models of various Motors in the U. S. 
line. Also U. S. Varidrive, a variable 
speed transmission with built-in motor 
and gearing and the U. S. Syncrogear— 
a one package unit combining precision 
helical gearing and high speed motor. 


253 


EXHIBITING—Tin Mill Products, Metal 
Conveyor Belting, Stainless Steel Sheets, 
Pipe and Tubing. 


URSCHEL LABORATORIES 8 


EXHIBITING—Dicing, Slicing and Cut- 
ting Machines, featuring the Model O 
Transverse Slicer for slicing pickles, car- 
rots, celery, rhubarb, ete. The Urschel 
Model R Dicer for the making of pickle 
relish and other condiments. Urschel 
Model B Dicer for dicing various root 
vegetables. The new Model F Dicer for 
the dicing of various root vegetables, 
fruits, pineapple, and for cutting French 
fried potatoes. This is the first time the 
Model F Dicer will be shown in Chicago. 


The Urschel Model R Multiproduct Dicer 
for dicing pickles, fruit, nuts and many 
other products. 
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IN ATTENDANCE—Joe Urschel, Ger- 


ald Urschel, Kenneth Urschel, Ralph 
Burns, and Curtis MacDonald. 
VAUGHAN'S SEED CO... 247 


Reception booth with sales representa- 
tives in attendance to ciscuss your seed 
needs. 


WALKER-WALLACE 


EXHIBITING — Paraflow Plate-type 
Heat Exchangers for processing all 
liquid foods. 


EXHIBIT HOURS 
Saturday, February 19 
10:00 a.m. to 5:30 p.m. 
Sunday, February 20 
1:00 p.m. to 5:30 p.m. 
Menday, February 21 
10:00 a.m. to 5:30 p.m. 
Tuesday, February 22 
10:00 a.m. to 5:30 p.m. 
Wednesday, February 23 
10:00 a.m. to 3:30 p.m. 


Attendance awards—daily 5:00 p.m. 
except Wednesday 3:00 p.m. 


WALLACE & TIERNAN CO. ............0 110 


EXHIBITING—Labels and brand names 
of some of the firms throughout the na- 
tion that are using W & T In-Plant 
Chlorination for “round the clock” pro- 
tection against bacterial contamination. 
A large clock will illustrate the display 
theme and will keep visitors posted on 
the correct time. 


LANSING B. WARNER, INC. .............. 251 


Reception booth with representatives in 
attendance to discuss your fire insurance 
or fire protection needs, and the savings 
to be gained in using the company’s 
service. 


IN ATTENDANCE—John Eliot Warner, 
M. R. (Joe) Feeney, N. H. Tobey, N. C. 
Barnard, G. F. Binder, M. R. Eddy, R. R. 
Lucwig, R. J. Papp, F. D. Powell, J. T. 
Utter, Emil Werner, S. T. Whitford, and 
J. A. Witt. 


WASHBURN-WILSON SEED CO. ........ 220 


Reception booth with a full corps of 
representatives headed by Herman N., 
Wilson and R. K. Bonnett, to discuss 
your pea and bean seed needs. 
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U. S. Vari-drive Motor 


WAUKESHA FOUNDRY CO. 
EXHIBITING—“Waukesha Metal” and 


stainless steel sanitary Pumps and 
Castings. 
WESTON ELEC. INSTRUMENT ............... 18 


EXHIBITING—Non-indicating, Control- 
ling, and Recording Instruments. 


WHITE CAP GO. 200 


EXHIBITING—A display of about 4,000 
packages of food packed in glass and 
sealed with the company’s Vapor-Vacuum 
Cap, classified by product and shown 
under the best possible conditions of 
light and arrangement. The company 
feels there is no other place in the world 
where so many labels, cap designs, va- 
riety of glass packages, can be found in 
one location. 


F. H. WOODRUFF & SONG.................... 250 


Reception booth with Harold Woodruff, 
George Beecher, Don Taylor, and others 
in attendance to discuss new varieties 
and seed needs for 1955. 


Aluminum Cooking Utensil Company’s, 
Gas Fired Kettle 
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CANNED ASPARAGUS GRADE 
REVISION PROPOSED 


A complete revision of U. S. Standards 
for Grades of canned asparagus in effect 
since May 1, 1945, were proposed by 
USDA January 26 (Federal Register 
January 29). The proposed grade would 
allot 20 points for color, 30 for defects 
and 50 for character. Factors in the pres- 
ent standard are, clearness of liquor 15 
points, color 15 points, absence of defects 
30 points and tenderness 40 points. 

In the proposed change there is in- 
creased emphasis on tenderness and tex- 
ture under the factor of Character. 

The standards also would be expanded 
to provide for green-white asparagus in 
adcition to the types designated as green 
or all green, white, and green tipped. 

Requirements with respect to the per- 
cent of heads in cut spears would be 
more fully defined, and a method for 
determining the percent of heads in all 
containers comprising the sample is out- 
lined in the proposed revision. 

Changes are proposed in recommended 
minimum drained weights for certain 
styles, types, and container sizes, and 
sizes not previously listed would be in- 
cluded. A method for determining com- 
pliance with minimum drained weight 
recommendation is outlined. Recom- 
mended count of spears, tips, and points 
for different size containers would be 
deleted from the standards. 


LOUISIANA SWEET POTATO 
CANNERS AGREE ON QUALITY 
IMPROVEMENT PROGRAM 


Louisiana sweet potato canners, after 
witnessing a can cutting display at 
Louisiana State University, have agreed 
on a voluntary program to increase the 
veneral quality level of the canned pack, 
according to a January 18 announcement 
y J. J. Arveeneaux, director of the 
ouisiana Sweet Potato Commission. 
Several exploratory meetings will be 
eld to map out the program, first of 

hich is called for April 20 in Opelousas. 

The committee, appointed jointly by 
1e Louisiana Sweet Potato and Louisi- 
na Market Commissions and headed by 
ernard Trappey, yam canner from New 
hberia, vigorously opposed compulsory 
ipervision of their industry, but gave 
vearty support to a program of volun- 
wy self-improvement. A number of 
‘mittee members expressed the opin- 

n that the USDA grading standards 

e nov sufficiently strict. 

Canneries represented at the meeting 

cluded: Acadia Packing Corporation, 

1urch Point; Baumer Foods, Inc., New 

‘leans; Dezauche and Son, Inc.; Ope- 

usas; Evangeline Pepper & Food Prod- 

ts, Ine., St. Martinville; Little & Com- 

‘ny, Ine., Lafayette; Princeville Can- 

ng Company, St. Francisville; L. C. 

ileau & Son, New Iberia; Southern 


ell Fish Company, Inc., Harvey; and. 


F. Trappey’s Sons, Inc, New Iberia. 


Economical . . . Sanitary 


HYDRO LIFT CONVEYING 


ROD WASHER 


Separates product from 
water for next process. 


NO PRODUCT 
DAMAGE 
Bladeless impeller pump 
can’t harm product. 
Movement starts with 
vortex created in 


WATER IS SAVED, 
returned for re-use 
after cleaning in 
Scavenger Reel. 


Economical and sanitary. Write for further 
information if you have a pumping or 
conveying problem, regardless of product. 


PROCESSOR: 
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SAY “SEE-AR-CO” a 
CLEANS AS IT CONVEYS a 
| 
“he — 
Everything 


MAURICE SIEGEL 


TECHNOLOGICALLY SPEAKING 


by 


LEROY V. STRASBURGER 


A DEPLORABLE INCIDENT-- 
Mis-Use of A New Toxic Pesticide 


Applied research combined with advanced farm op- 
eration techniques has unquestionably gone far toward 
establishing a sound economy in agriculture. Con- 
tributing handsomely to this economy is the family of 
agricultural chemicals which includes the insecticides, 
the fungicides, and the pesticides. Their use in agri- 
culture has indeed become a necessary part of the busi- 
ness of growing fruits and vegetables. 


The choice of a fungicide or pesticide for crop pro- 
tection may often determine the success or failure of a 
harvest. Those who are responsible for making this 
choice whether it be the grower or the employees of 
canners or freezers must recognize the fact that the 
use of many of these toxic chemicals will invariably 
leave an undesirable residue. The amount of residue 
present when the produce reaches the processor will 
depend upon the number of applications, the develop- 
ment of the fruit or vegetable in relation to maturity 
and the time lapse between the last application and 
harvest. 


The most difficult to cope with are the leafy vege- 
tables. Their large exposed surfaces coupled with the 
physical structure of the leaves often result in rela- 


tively high residues in proportion to the weight of the 
raw material. 
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THE INCIDENT 


These facts should exert a restraining effect on any- 
one who is considering the use of a new or untried 
insecticide or pesticide. The promiscuous use of a pesti- 
cide that has been selected for the express purpose of 
serving as a protectant against insect pests has often 
led to serious difficulty due to the presence of toxic 
chemical residues in the finished canned or frozen prod- 
uct. This recently occurred when such a material was 
used on collards, kale and broccoli. 


The vegetables were purchased on the open market 
and processed. The resultant canned and frozen prod- 
ucts thus became food in package form. 


The packers were completely unaware of the pres- 
ence of the toxic residues on the vegetables which they 
had purchased. They were merely following the usua: 
trade practice of open market purchase. If the facts 
had been known, the collards, kale, and broccoli would 
have been unquestionably rejected. 


It was only through the watchful eye and diligence 
of the Food & Drug Administration that trouble was 
avoided. Through their investigational work it was 
learned that a number of growers had been dusting 
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collards, kale and broccoli with a new chlorinated 
hydrocarbon which was not recommended for leafy 
vegetables other than cabbage. Tracing all shipments 
of the raw produce to canners and freezers they were 
able under Section 405 of the Food, Drug and Cosmetic 
Act to detain all of the suspected canned and frozen 
products which had been packed. The detaining action 
would also apply to bulk produce. This incident may 
not have occurred if the “‘Miller Bill’ had been in force. 


AVOIDING TROUBLE 


How can the canner and freezer be protected against 
possible repetition of such an incident under the pro- 
visions of the Miller Bill? Definite tolerances will be 
established for each pesticide and fungicide. Will this 
mean that each processor must establish a laboratory 
and staff it with scientific personnel to determine the 
compliance of the raw material and the finished prod- 
ucts with these tolerances? This would prove impracti- 
cal and economically unsound for the average canner 
or freezer. Since most states maintain an Extension 
Service it might be employed so that all use of agricul- 
tural chemicals within the individual state would be 
brought under its jurisdiction. The director will have 
the responsibility of studying the label recommenda- 
tions of each agricultural. chemical and prescribe its 
use in accordance with the directions set forth by 
manufacturers and then disseminate this information 
through the network of county agents under his con- 
trol. In this manner recommended practices by others 
interested in crop protection but not under the direc- 
tor’s control, would be eliminated. Such a plan would 
undoubtedly minimize the mis-use of dangerous toxic 
‘hemicals. It is interesting to note that the Miller Bill 
‘Amendment to the Food, Drug and Cosmetic Act) 
ontains a provision permitting a State Experiment 

ation to request the Food & Drug Administration to 

‘ablish a tolerance on agricultural chemicals if none 

s been previously announced. 


“he above plan would materially limit the possibility 
including toxic residues in fresh, canned or frozen 
ds. It would undoubtedly protect the interest of the 
sumer. 


THE YOU NEED !! 
‘A Complete Course in Canning” 


Published by THE CANNING TRADE 
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Laboratory Development 
ODOR CONTROL TREATMENT 


More effective 
Easier to use 
Non-toxic 

More economical 
No scarcity of 

raw materials 

Not a substitute for 
sodium nitrate but a 


USED SUCCESSFULLY BY 


© FOOD PROCESSING PLANTS — 
© CANNERIES 


INDUSTRIAL WASTE WATER SYSTEMS 
ENSILAGE STACKS 
© WHENEVER OBNOXIOUS ODORS ARE 
PREVALENT 


WASTE WATER LAGOONS: 

A new high is reached in Cannery lagoon 
odor control with BROOKS laboratory de- 
veloped Control Treatments. The prescribed 
formula is usually fed directly to the offal 
water, thus providing an intimate mix with 
waste water. 

ENSILAGE STACKS: 

BROOKS Odor Control Treatments are 
liquid formulas that can be sprayed on the 
edge of the stack in the concentrated form 
or mixed with water, as prescribed, for your 
problem, by our laboratories. Stacks can be 
resprayed as frequently as needed without 
harm or damage. 

BROOKS Odor Control Treatments are not a 


substitute for Sodium Nitrate, but a definite, more 
effective laboratory developed improvement. 


You are cordially invited 
to visit our booth No. 235 
at the Canners Convention, 
Chicago, Feb. 19-23, 1955. 


BROUKS 


3304 East 87th St. Cleveland, Ohio 


Offices in Principal Industrial Cities 
QUALITY SERVICE THROUGH SCIENTIFIC 


definite improvement 
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WHY CUTTER 


In packing corn, the cutting step influences both the cost and the quality of the finished product 
more than does any other. To cut ears of corn correctly is a precision operation. Irregularities of ear 
contour and unevenness of cob-shape make necessary the very maximum of mechanical sensitivity, 
flexibility and versatility—during every second of the day . . . to get the highest recovery and best 
quality possible from the available raw material. 


Why does uc Cutter deliver recoveries as high as 48 cases (303’s) of faney whole kernel 
corn per unhusked ton... both white and yellow ? 


Answer: Not all due to the Cutter, but principally so. It cuts properly all corn . . . from smallest 
ears and nubbins up to very largest . . . no other machine will handle as wide a size-range or shape- 
range. It punctures no grains . . . it exerts no severe or kernel-bruising pressures . . . recent improve- 
ments in this border on the sensational. The cut-corn recovery race is a runaway... for Jue. 


Why the far superior style and appearance of JZac-cut corn, without recovery sacrifice? 


Answer: Only Jue Cutter correctly centralizes the ears .. . doesn’t cut too deeply on one side 
of the ear, while leaving good corn on the other side. Every ear... every cob... has a flat side, and 
it takes six properly located gages to guide the ear centrally. Two won't do it... nor three . . . nor 
four, — with less than six, the ear always is cut off-center. But, when Jue ’s six rightly spaced, 
properly located controls engage the ear, it is accurately centralized, and practically all of the corn 
worth canning is cut, and cut properly. The results are reflected in the better overall product-appear- 
ance. To understand this principle is to realize the enormous importance of cut . . . qualitywise and 
costwise, 


Why the commercial sensitivity of Jae cutting head? 


Answer: Jc Cutter knives need to move only slightly . . . never more than 14” . . . during the 
entire cutting step. Precise changes in knife location are simple to achieve in such a small span. 
JuC’s light pressure on the ears . . . only one pound per square inch . . . make it easy for the cut-depth 
gages to react sensitively to the slightest variation in ear size or shape. This pressure is only a fraction 
of that exerted in other machines. With heavy pressures, sensitivity is destroyed, and tender or crooked 
ears yield straight “broom-handle” cobs . . . the surest evidence of wrong cutting. 
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Why such precise cut-depth regulation in Yue Cutter exclusively ? 


: Answer: One-sixteenth inch is 20% of the depth of the average grain of good corn. Jac 
i cut-depth gages are located just 4g” away from the knives. When cut-depth is regulated further away 


than 1g”, ear irregularities destroy effective control at any cutting speed. The depth of cut tells ‘the 
story of cutting for quality or not. 


| 

Why more cans per hour with Jae Cutter? | 
Answer: Since the coming of the Ye Cut-All Attachment, Jul€’s pace-setting pockets . . . fed | 
with both hands . . . have become fully effective. Average capacity-increase . . . ten to fifteen per cent. | 
11% tons per hour and up now . . . widely attainable. Then, of course, there are the many more éases 


per ton with juc 


Why is Juc Cutter going places? 

Answer: The Juc Cut-All Attachment made multiple chokes impossible in a corn cutter . . 
eliminated the waste from ears passing through open cutter heads . . . and enabled attainment of feeder 
proficiency in a matter of minutes. The new Je Cutter advances transcend in importance any other | 
made in the last fifteen years, and are applicable cheaply to outstanding models. 


Why does pre-selection of ears by size get best results only with Jae Cutter? 

Answer: Unless the ear-centralizing and cut-depth regulating principles of any cutter are 
basically sound, ear selection by size leads neither to maximum recoveries nor to quality cutting. 
Because JuC, alone, solves both problems, any benefits from ear selection may be fully realized, as 
with no other cutter. 


Investigation of the basic operating principles of all corn cutters reflects the reasons 
why, with Juc Cutter, both bigger recovery and very much higher quality from the same_ 
‘aw stock are procurable. 


Just two cans of corn demonstrate most of these answers. 


May we show them to you? 


The United Company 


Juc Road 
Westminster, Maryland 
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Ray O. Harb Don Parsons 


Mrs. Marie Kiefer 


Jerry H. Young 


wes, 


Watson Rogers 


Ralph B. Johnson Harold O. Smith, Jr. 


V. B. Stewart E. Norton Reusswig 
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NCA Consumer & Trade 
Relations Program 


Summary of first year accomplishments adds up to an amazing 
volume of activity. Many millions of messages stressing the conveni- 
ence, economy, nutritive value, variety and glamour of canned foods 
have been channeled to the consumer by way of magazines, news- 
papers, radio and television. Trade response gratifying. American 
and Continental to continue to lend strong right arm. 


COMMENTARY 


Last January at the convention in At- 
lantic City the National Canners Asso- 
ciation voted to greatly expand its con- 
sumer and trade relations work with a 
new program to be conducted by Dudley- 
Anderson-Yutzy under the supervision 
of Secretary Carlos Campbell and the 
staff in Washington and a committee 
headed by William A. Free. 

In the ensuing months, the Consumer 
and Trade Relations Program has gen- 
erated a near feverish activity in trade 
and consumer circles. Readers of this 
publication particularly have been kept 
posted of the details of the program as 
it unfolded—and this is but natural for 
it was this publication that first saw the 
need and for many years encouraged an 
Association sponsored sales effort. At 
most of the State and Regional Associa- 
tion Conventions this past fall, repre- 
sentatives of NCA presented a summary 
of progress to that time, but the com- 
plete story has not yet been published. 
It is recorded here so that canners may 
study the whole picture and thus get a 
better idea of the extraordinary advan- 
tages generated by the very existence of 
such a program. The whole story too, on 
file in every canner’s desk for ready ref- 
erence, might well suggest ways and 
means of tieing in more closely and 
effectively with the overall program. 


OBJECTIVE 


The Consumer and Trade Relations 
program has as its primary objective to 
establish more firmly the prestige of 
canned foods both in the home and in 
the marketplace. This theme has been 
woven into every article, every radio and 
television script, every piece of merchan- 
dising information prepared in connec- 
tion with the program. 


EDITORIAL BOARD 


During the first weeks, leaders in the 
food editorial world were contacted, and 
their help enlisted in presenting the 
story of the glamour of canned foods to 
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consumers everywhere, Guidance was 
provided by an informal editorial board 
consisting of Josephine McCarthy, of 
NBC Television; Alfred McCann, of Mu- 
tual Broadcasting Co.; Ida Bailey Allen 
of King Features Syndicate; Dorothy 
Kirk, of Woman’s Home Companion; and 
Clementine Paddleford, of the New York 
Herald Tribune and This Week Maga- 
zine. 


COMPANION FEATURE 


In May came a dramatic canned foods 
feature stressing the glamour theme in 
a national magazine ... the Woman’s 
Home Companion’s Canned Food Picture 
Book titled, “Because of Canned Foods 
We Eat Better Today.” This was an art- 
icle covering 13 pages . .. with three 


double-page color spreads stressing the 
point that “Glamorous Meals come easy 
with help like this.” Woman’s Home 
Companion is read by more than 4 mil- 
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lion families, and this article offered the 
opportunity for the first merchandising 
event undertaken in the Consumer and 
Trade Relations Program. Trade paper 
publicity and television programs called 
attention to the article ... reprints were 
sent to all canners and to leading brok- 
ers and distributors. Recipe leaflets were 
printed for TV and store distribution. 


HOW FRESH IS FRESH 


In September came another national 
magazine article . . . “How Fresh Is 
Fresh?” written by Dr. Fred Stare and 
published by McCall’s. This furnishes an 
example of the alertness to capitalize on 
opportunities to promote canned foods, 
engendered simply because a program 
was underway. NCA did not plant this 
article, and in fact, considering Dr. 
Stare’s reputation in the nutrition field, 
no one could so influence him... 


What NCA did, however, was to find 
out well in advance of publication that 
such an article was scheduled, and then 
move in to publicize it to the advantage 
of the canning industry. Word was 
spread by wire ... by phone calls... 
by bulletins to all canners, brokers, lead- 
ing wholesalers, and retailers, suppliers, 
home economists, teachers, dieticians, 
food editors, telecasters, broadcasters... 
everyone who would be interested and 
who would repeat Dr. Stare’s findings 
concerning the nutritional advantages of 
canned foods. More than 32,000 reprints 
went out to the trade... and 4% mil- 
lion copies of the magazine carried the 
message to the homes of consumers. 


The entire trade press helped report 
the message, too. Ed Judge in “The Can- 
ning Trade” not only reprinted the art- 
icle... he also wrote an editorial urging 
the industry “not to lose a single oppor- 
tunity to spread the contents of this im- 
portant message.” The Canner, State 
association bulletins and other important 
food trade papers were equally helpful 
in reporting the article. 


In order to make it easier for the in- 
lustry to spread Dr. Stare’s message 
NCA produced 40,000 booklets reprinting 
he article. These have been ordered in 
uantity by canners, brokers and whole- 
alers, many of whom reported their 
nthusiasm in statements like these: 


Pennsylvania broker: “We plan on 
‘lacing a reprint personally in the hands 
* every important buyer of canned 
oods in this market, along with the sug- 
‘estion that this important article get 
‘entioned with local advertising.” 

New York wholesaler: “Very beneficial 

the canned food industry and par- 

‘ularly to us as distributors.” 

Colorado canner: “We feel that NCA’s 
‘ork in promoting canned foods is very 
ne, and we are always on the lookout 
r tie-ins with our own promotional 

as,” 

Other similar comments from canners, 
‘okers and wholesalers in Iowa, Texas, 
‘isconsin, Michigan, and Indiana were 
eceived, 
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And Miss Helen McCully, McCall’s 
food editor reports: “All of us here at 
McCall’s have been gratified by the im- 
pact Dr. Stare’s article in our Septem- 
ber issue has made upon the food indus- 
try. Few articles, in my experience, have 
generated so much enthusiasm.” 


NO CHANNELS OVERLOOKED 


FARM MAGAZINES — Farm magazines 
are interested in the canned foods story, 
too. As a matter of fact, 21 editors 
toured NCA headquarters on Columbus 
Day as a part of the National Farm 
Home Editors’ Seventh Annual Confer- 
ence. They heard about the canning in- 
dustry’s importance from Katherine 
Smith, Jack Stier, Charlie Mahoney and 
Howard Smith... and they were NCA’s 
guests at dinner. 


HOUSE ORGANS—No channel of infor- 
mation has been overlooked in telling 
the canned foods prestige story. An arti- 
cle in the National Starch Products Com- 
pany publication is an adaptation of a 
feature called “Giant in the Food World,” 
requested to date by 45 house organs of 
this kind. And circulation of this kind 
is big and important. 


DAILIES—In the daily newspaper field, 
editors have received a collection of 17 
articles dealing with various aspects of 
the canning industry story. Clippings 
come in daily from the one thousand 
papers which received the articles. 


A special color feature was prepared 
for the more than 200 daily papers car- 
rying the Editorial Color Food Feature 
Service. 

For farm readers, a two column car- 
toon and article has been published by 
most of the 4,200 daily and weekly news- 
papers in farming communities. A story 
goes out in mat form every quarter to 
all Farm papers. 


SYNDICATES—Canning industry articles 
are being flashed coast to coast by the 
powerful national press syndicates .. . 
King Features ... Associated Press ... 
United Press... NEA... General Fea- 
tures ... Feeding the Family ... and 
the rest . .. with results like Ida Bailey 
Allen’s full week of canned food articles 

. reaching 1,000 newspapers and a 
readership of fifteen million every day. 


SUNDAY SUPPLEMENTS — Among the 
Sunday supplements, two important 
glamour articles have already appeared 
. .. Parade’s July Pantry Shelf Dinner, 
reaching six million homes in 39 cities... 
and American Weekly’s “Entertain Won- 
derfully with Dinners From Cans” ap- 
pearing September 19th in 22 news- 
papers with ten million circulation. 


RADIO—Every week radio scripts are 
sent via three script services . . . The 
Kitchen Air, Scriptease and Timely 
Talks ... to 422 food program broad- 


George Anderson, Don Calahan, and 
Don White (from left) discuss details of 
a chain and super survey. 


Dorethy Kirk, Food Editor, “Woman’s 
Home Companion”, discusses the 13 page 
canned food feature in the May issue of 
the Companion, with Frank Pomerance, 
Companion Promotion Manager. 


casters with 20 million listeners coast to 
coast. 

In addition, Mary Crum, DAY’s TV 
and radio home economist, makes fre- 
quent personal appearances on behalf of 
NCA. 
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TELEVISION—Television food shows are 
provided with canned food facts and pro- 
gram suggestions very month. An NCA 
Television Food News Kit regularly 
reaches 213 telecasters with 16% million 
viewers ... special canned food TV pro- 
grams have also been sent out in con- 
junction with the Woman’s Home Com- 
panion and American Weekly promo- 
tions .. . and Mary Crum has appeared 
in person on 20 food shows. 


MERCHANDISING AIDS 


SALES BUILDER KITS—Several of the ele- 
ments of the consumer relations program 
became merchandising aids when proof 
sheets of consumer articles were included 
in the Sales Builder Kit... along with 
a booklet explaining the aims and objec- 
tives of the Consumer and Trade Rela- 
tions Program and a Plan of Canner 
Action. 

The Sales Builder Kit was designed 
for the use of every canner in relaying 
information about the new NCA program 
to his brokers and customers. Over 4,000 
kits have been ordered by industry 
members. 


OPERATIONS COMMITTEE — To guide 
activities in the field of merchandising, 
an Operations Committee was formed of 
people whose names and reputations are 
outstanding in the field of food distribu- 
tion. They include Paul Willis of GMA; 
Watson Rogers, Virgil Stewart and Nort 
Reusswig representing the _ brokers; 
Harold Smith and Ralph Johnson repre- 
senting wholesalers; and Marie Kiefer, 
Don Parsons, Bill Stickney and Jerry 
Young, representing retailers. 


TRADE RELATIONS 


TRADE PAPERS—Progress in the trade 
relations field can be measured in many 
ways. One is the support of the trade 
and business papers in helping to keep 
the food industry posted on every im- 
portant step in the new NCA program. 


DR. FREDERICK A. STARE 


TRADE ASSOCIATIONS—Another sign of 
progress is the support of industry trade 
associations which have followed NCA’s 
lead in actively merchandising canned 
foods. To cite two examples: the Na- 
tional Food Brokers Association in a re- 
cent bulletin said, “The food broker to- 
day wants to join hands in putting more 
glamour into canned foods. They all 
know canned foods are nutritionally tops 
and economical to use, and now they 
want to work together with NCA.” 


National American Wholesale Grocers 
Association in its April 6th bulletin said, 
“Wholesale grocers will be ready to 
move — and move _ effectively — when 
canned foods promotions break.” At- 
tached to the Bulletin was a copy of Can- 
ning Trade’s “Canned Food Promotion 
Calendar” detailing the canning promo- 
tions. 


State Association Secretaries have 
been busy and very helpful in furthering 
Consumer and Trade Relations projects. 
They have received a deskful of bulletins, 
memos, and suggestions for special events. 
They have responded wonderfully .. . in 
reporting activities in their local bulle- 
tins .. . supplying news stories to local 
outlets. 


HIGHWAY SIGNS—Some are conducting 
consumer and trade relations sessions at 
local meetings ... arranging local tele- 
casts based on scripts supplied by NCA 

. carrying forward the highway sign 
program which is one local activity that 
will benefit every canner who partici- 
pates. His growers will take more pride 
in their crops ... local residents will be 
more fully aware of the cannery. opera- 
tions ... all vacationers and other travel- 
ers who pass the signs will be reminded 
of the quality and care which goes into 
canned foods. 


THE DON WHITE ORGANIZATION 


TRADE INF. BULLETIN — An essential 
part of the Trade Relations Program is 
the field information from the grocery 
trade supplied by the Don White Organi- 
zation with its representatives in 137 
cities. These researchers make surveys, 
interview grocers, record trends ... and 
all this material is sifted and condensed 
for use in the monthly Trade Information 
Bulletin to all members and to the gro- 
cery trade. 

Trade Information Bulletin items have 
caused comment in the trade and _ busi- 
ness press ... have helped make NCA 
the industry spokesman on canned food 
merchandising .as well as canned food 
statistics. 

The Trade Information Bulletin has 
been used effectively by many canners 
in preparing their own bulletins and 
sales messages to their brokers and 
customers. As one Wisconsin canner says, 
“The NCA merchandising materials are 
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dinner. 
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Farm editors visit the NCA Home Economies Laboratory. 
Miss Katherine Smith, second from left, Head of NCA’s Home 
Ec. Department, tells the ladies how the canned foods menus are 
carefully tested in these kitchens. Howard Smith, Carlos Camp- 
bell and others of the NCA staff help entertain the ladies at 
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ery helpful to us at a time when all 
anners certainly need every help they 
in find. Our sales are going along sur- 
visingly well, considering the tone of 
he market. Our bulletin is one big 
‘actor contributing to better sales, and 
ou folks are helping to keep the bulletin 
nteresting.” 


COST OF HANDLING sTUDY—In order to 
cupply more and_ better information 


about canned foods retailing, a cost of 


handling pilot study was conducted last 


spring in 29 cities. On the basis of infor- 


mation it revealed about retailer prac- 
tices and attitudes, a national Cost of 
Handling Study is now underway. All 
retailers with three or more stores will 
be contacted .. . results will be reported 


at the national convention in Chicago. 


ACME STUDY—Also underway is The 
Philadelphia Project: A Study of the 
Basic Economics of Canned Foods Dis- 
tribution and Merchandising. This is a 
long term project on sales and merchan- 
dising techniques which will be conducted 
in cooperation with the Acme Super 
Market cutlets of American Stores Co. 

The 1,279 Acme Markets will provide 
a laboratory for testing canned foods 
merchandising techniques, with all activ- 
ities personally supervised by a special- 
ist employed by the NCA. The project 
will provide a continuing source of infor- 
mation on proven methods of canned 
food selling. 


STORE TESTS—The Consumer and Trade 
Relations program has already under- 
taken store tests on a limited scale. The 
first was a promotion put on by the 
Shoprite Stores in New Jersey in coop- 
eration with NCA and the Woman’s 
Home Companion. The Companion furn- 
ished point of sale materials; Shoprite 
provided the displays and newspaper ad- 
vertising; NCA provided local consumer 
publicity and recipe leaflet giveaways. 

Results were sales figures ? to 9 times 
higher than normal . 


REPRINTS —In July NCA distributed 
5,000 copies of a four-page brochure 
nerchandising the canned food editorial 
eature in Parade listing the 39 
‘arade cities ... and suggesting display 

eas for retail stores. These brochures 

‘re distributed to canners, brokers, 

holesalers and leading retailers. 


NAT. MAG. MERCHANDISING — Canned 
ods have received increased attention 
nong retailers as the result of coopera- 
n by the merchandising departments 
national magazines like McCall's 
hich now carries a monthly canned food 
iture display suggestion in the Ad 
anner Service it prepares for Super 
arket Institute operators. 
ladies’ Home Journal also has a mer- 
ardising service publishing a monthly 
‘oll ineer” to 2,000 food store operators 
‘0 influence the sales activities of over 
1,000 stores. A canned foods Early 
irvest Sale was headlined in the Sep- 
mber 27th issue of the Bellringer. Ac- 
rding to Tom Raser, the Journal’s Mer- 
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NCA’s Carlos Campbell, and American 
Store’s Paul J. Cupp congratulating each 
other on the initiation of a three year 
joint study of the basic economics of 
canned foods distribution and merchan- 
dising. The 758 Acme Markets will pro- 
vide a laboratory for testing canned 
foods sales management techniques. 


chandising Director, the September 
canned foods promotion is in the Roger 
Bell Service and future canned foods pro- 
motions will be there because of NCA’s 
Consumer and Trade Relations Program 
and the increased enthusiasm for mer- 
chandising which is currently evident 
threughout the canning industry. 


STORE PROMOTIONS 


And now for examples of other actual 
store promotions. ... Beginning October 
10 over 5,000 retail members of the East- 
ern Division of National Retailer Owned 
Grocers bought newspaper ads and cov- 
ered their stores with carnival posters, 
banners, pennants and shelf talkers ad- 
vertising a Carnival of Canned Foods 

. The Greatest Buy on Earth... . 

Another 5,000 retailers who are mem- 
bers of the Independent Grocers Alli- 
ance featured canned foods in full page 
ads the week of September 9th and used 
large two-color window posters to pro- 
mote their Buy ’Em By the Case sale. 

During September and October, Pleez- 
ing, Inc., a Chicago buying group which 
services retailers, retailer owned cooper- 
atives and voluntaries, provided giant 
posters and pennants like those shown 
here featuring individual canned food 
items and again spotlighting the canned 
food Harvest Festival theme. 

Beginning in October Red & White, 
with over 5,000 Red & White Supers and 
voluntaries, featured its annual Train- 
load Sale of Canned Foods. A 212-piece 
display kit provided posters, banners, 
shelf-screamers, big and little pennants, 
everything needed for a storewide promo- 
tion. Results are not yet in on the actual 
sales increases from these promotions, 
but when they are, they’ll be reported 
to NCA members. ‘ 


HARVEST FESTIVAL 


One of NCA’s major promotional 
events was the American Weekly promo- 
tion in September and October—tied in 
with the double-page color spread “En- 
tertain Wonderfully With Dinners From 
Cans.” A full-color 8-page brechure an- 
nounced the promotion to all canners, 
brokers, wholesalers and lezding  re- 
tailers, 
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Example of highway billboard recommended as one of the steps to increase the 


prestige of canned foods. 
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This was followed by reprints of the 
Weekly and a tipsheet of retail display 
ideas, 


NCA sponsored pilot tests in super 
markets in 16 cities—supplying store 
display kits, each containing banners, 
posters, recipe dispensers and_ recipe 
leaflets. 


The 16 cities where store tests were 
conducted are Seattle, Portland, San 
Wrancisco, Los Angeles, Dallas, St. Louis, 
St. Paul, Milwaukee, Detroit, Cincinnati, 
Knoxville, Miami, Buffalo, Boston, Phila- 
celphia and Baltimore. 


Fre iminary results (C. T. December 
6) show sales increases for the entire 
canned foods department of participating 
retail stores ranging from 2 to 14 per- 
cent over the period immediately preced- 
ing the promotion. This is especially sig- 
nificant because it applies to all canned 
food sales, not just those that might have 
been featured in special displays. Here 
are some of the results reported: Pappas 
Markets in Baltimore reported a 5 per- 
cent increase over October 1953; Collins 
Super Market in South Miami a 12 per- 
cent increase; Voss Grocery, a chain of 
11 supers with headquarters in Cincin- 
nati, a 2 percent increase; Twelve Tom 
Thumb stores in Dallas, Texas, reported 
14 percent increase, and there were many 
more. 


SEVENTEEN-PARENTS- 
FAMILY CIRCLE 


Currently the February issues of 
“Seventeen”, “Parents” and “Family 
Circle” magazines are carrying canned 
foods features. A full color, two page 
spread in “Seventeen”, entitled “One 
Way to a Man’s Heart” depicts cupid 
shooting with a bow and can opener at 
the heart and the stomach of the man in 
the teen cook’s life. The article is built 
around three main dishes featuring Shep- 
herd’s Pie (canned beef, stew, tomato 
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Twelve Tom Thumb stores in Dallas, 
Texas, reported a 14 percent increase in 
over-all canned food sales during the two 
week “Harvest Festival” Promotion. 


soup, peas and evaporated milk), tuna 
salad T.V. plate (tuna and asparagus 
tips) and peach freeze (sliced peaches). 
A long list of other canned foods are in- 
cluded in additional recipes. “Seventeen” 
is the habit forming magazine of a mil- 
lion teen age girls. 


As early as November 2, canners had 
received the details of the “Seventeen” 
promotion and suggestions as to how 
they might tie-in to promote their indi- 
vidual brands were forwarded early in 
December. Coordinated with the editorial 
feature is the magazine’s special home 
economics service supplement, ‘Seven- 
teen at School”, which contains lesson 
plans and_ educational material on 
canned foods. The supplement has been 
distributed to 16,000 home economic 
teachers, 


Food Fair with 201 super markets in 
New York, New Jersey, Pennsylvania, 
Delaware, Maryland and Florida; Stop 
and Shop with 96 stores in New Eng- 
land; and the Pittsburgh division of 
Kroger, are participating in the promo- 
tion with special displays, store posters, 
recipe leaflets. In many cases the home 
economics classes are being moved right 
into the supers for classroom sessions 
where the teenagers are instructed how 
to shop, and with store managers them- 
selves taking on the assignment of ex- 
plaining how to read labels and other 
buying pointers. 


The four page feature in “Parents” 
February issue, tells the story of canned 
foods variety and versatility for the cre- 
ative cook, stressing the economy and 
the nutritional advantages of canned 
foods, and finally, presents a handy buy- 
ing guide chart of common container 
sizes. The article is entitled, “Canned 
Foods for Better Family Meals”. “Par- 
ents” is the magazine of more than a 
million and a half young mothers with 
growing families. 


The “Family Circle” February fea- 
ture, “Food Fiesta” uses 14 pages featur- 
ing 43 recipes which include 34 different 
canned foods. Four million people who 
shop in 14 grocery chains all over the 
country, buy a “Family Circle” every 
month. 


“Family Circle” is distributed through 
Albers Super Markets, American Stores, 
Acme Markets, H. C. Bohack, Dixie- 
Home Stores, First National Stores, 
Grand Union, HEB Food Stores, H. G. 
Hill Stores, Jewell Food Stores, Kroger 
Stores, Red Owl Stores, Safeway, Wine- 
garten’s, Winn and Lovette (Piggly 
Wiggly Stores and several other divi- 
sions). In the Kroger edition there is 
also a two page four color feature with 
5 recipes on canned corn. NCA is urging 
these retail organizations to display and 
promote canned foods throughout the en- 
tire month of February. 


52 


wk 
DINNERS FROM CANS 


This full-color double-page food editorial in the September 
19th issue of American Weekly provided the basis for the fall 
promotion of canned foods sponsored jointly by National Can- 
ners Association and the Weekly. An eight-page full color 
brochure was distributed by NCA to canners, brokers, whole- 
salers and retailers before the promotion suggesting tie-in 
advertising and merchandising themes for retailers to use. 
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Colorful point-of-sale materials available for February “Seven- 
teen” promotion. Posters are individualized for each of the three 
participating chains, over-wire hangers for Stop-and-Shop and 
Posters suggest three 
possible uses for each product. Main stores are cooperating in 
distribution of a million leaflets, starring 18 canned food recipes. 


Kroger, display cards for Food Fair. 


teen cooks love: 


teen cooks love |, 


INSTITUTIONAL PROMOTION 


An 8 page reprint of a canned food 
feature entitled, ‘‘Use Canned Foods— 
Insure Year Round Menu Appeal” from 
the November 1954 issue of, “Institu- 
tions” magazine, was sent out to all NCA 
members the last week of January. The 
article stressed the quality control, high 
nutritive value, and the many advan- 
tages of using canned foods in institu- 
tional meal planning. It contains a 
table showing the number and size of 
servings of various canned foods in insti- 
tutional sizes; provides the results of a 
CMI survey, showing how institutions 
are using more canned foods; contains 
suggestions for purchasing and storage 
and provides complete _ institutional 
menus. Reprints are available at a cost 
of $25 per 100 copies prior to March 1. 


CONSUMER AND TRADE 
ADVERTISING 
While the abave may be considered by 
me to be detailed, it must be realized 


that it is far from all inclusive. A pro- 
gram of this magnitude has so many re- 
percussions that it is physically impos- 
sible to record the entire effect. In a 
nutshell, the entire trade, magazine, 
newspaper, radio and television, food 
editors, brokers, wholesalers, chain store 
operators, and independent retailers and 
consumers are far more conscious today 
of the convenience, variety, economy, and 
quality of canned foods, than at any 
other time in the history of the industry. 

No summary of the NCA effort would 
be complete without at least brief men- 
tion of the strong support rendered by 
the American and Continental Can Com- 
panys’ consumer and trade advertising. 


AMERICAN CAN ADS 


April through November, the Ameri- 
can Can Company used a total of 35 color 
pages in “Life”, “McCalls” and “Good 
Housekeeping”, featuring delicious meals 
with speedy, easy recipes using canned 


foods. Ads featured their convenience, 
economy, glamour, and appetite appeal. 
The retailer was advised of this con- 
sumer publicity through ads in the “Pro- 
gressive Grocer”, “Chain Store Age”, 
“Super Market Merchandising” and the 
“N.A.R.G.U.S. Bulletin”. The canner was 
advised some two or three weeks ahead 
of time by ads in Canning Trade publi- 
cations, so that he might tie-in with this 
publicity. Reprints, preprints and ad 
mats were made available. 

Needless to say, these consumer ads 
in these leading women’s magazines 
were read by literally millions of women. 
A survey conducted by an independent 
research organization found that reader- 
ship was unusually high. One of the ads, 
for instance, averaged better than 200 
percent above normal in readership for 
all ads in a particular issue of one maga- 
zine, despite the intensive competition 
from other food advertisers in that pub- 
lication. When asked what the ad said, 
women readers responded with spon- 
taneous comments like, “cans keep vege- 


ome Economic students in Freeport, New York, visit the 
| Food Fair to get first hand information about store opera- 
.s with special attention to canned foods. Trips like this one 
| ‘ned with cooperation of Step-and-Shop, Kroger and Food 
| in connection with “Seventeen” February promotion. In 
tion, store managers are visiting Home Ec classrooms in 


role of teacher. 
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tables and fruit looking fresh”... “it’s 
easy to prepare a full meal out of cans 
these days” ... “canned foods are eco- 
nomical and convenient”. Canners and 
retailers who have staged promotions 
based on individual ads in the series 
have written Canco to tell of their great 
pulling power. 


American Can has announced continu- 
ation of the ad program in 1955, with a 
total of 19 double page (a total of 38 
pages) full color ads in the same maga- 
zines—‘Life”’, ‘‘McCalls”, and “Good 
Housekeeping”. The current campaign 
started in the February issues of these 
magazines (Life February 14), the 
theme being a Pennsylvania Dutch Din- 
ner featuring in the menus canned beef 
for luncheon meat, tomato juice, corn, 
beans, sauerkraut, sliced peaches, and 
apple sauce. Other ads scheduled in- 
cluded “Pacific Coast Chowder Supper’, 
“Baltimore Buffet” and “Supper, New 
Orleans Style’. Color prints, mats and 
glossy photos of the ads will again be 
available t» tie-in with the ads and space 
will be used in leading national grocery 
publications to acquaint the buyer with 
the program. Also, as was done last year, 
Canning Trade magazines will carry 
duplicate insertions in black and white. 
Full details will be revealed at the con- 
vention, 


CONTINENTAL CAN PROGRAM 
In August the Continental Can Com- 
pany took the wraps off a hard hitting, 
nation wide merchandising program, 
aimed at promoting the sale of canned 
foods at the retail level. The program 
began in September and will continue 
through the entire year of 1955. 
Monthly ads have appeared regularly 
in five grocery trade magazines, ‘Pro- 
gressive Grocer’, “Super Market Mer- 
chandising’’, “Chain Store Age”, “Food 
Topics” and “Supermarket News”. These 
“Canned Foods Merchandiser” advertise- 
ments give grocers practical, down-to- 
earth ideas for moving canned foods 
products. 
Experienced marketing men are con- 
stantly scouting the country to get 


proven, success-tested ideas for these 
ads. To date, these men have covered 
areas in and around Pittsburgh, Buffalo, 
Cleveland, Dayton, Richmond, Charlotte, 
Atlanta, New Orleans, Birmingham and 
Dallas. They call on chain headquarters 
and on supermarkets known to be doing 
an outstanding job with canned foods. 
They report enthusiastic grocer recep- 
tion to Continental’s Program, with 
many of the ideas suggested actually 
being picked up and used by _ super- 
markets, 

Offices of Continental’s agency, BBDO, 
located in all sections of the country, are 
also on the lookout for ideas to increase 
canned foods volume. 

Ideas, pictures and stories are seen and 
read monthly in Continental’s trade 
newspaper, “Canned Foods Merchandiser 
Digest”, distributed to over 100,000 sup- 
ermarket men and to canners and brok- 
ers to keep them fully posted of the new 
idea developed. 

Come this April, they’ll have a full- 
color, animated motion picture ready for 
showing to grocers, giving them more 
ideas and reasons for getting on the 
canned foods bandwagon. 

Last November, a grocer contest was 
completed in which food retailers com- 
peted with ideas that they believed would 
sell more canned foods. Other contests 
are now in preparation to keep grocer 
interest centered on canned foods. 


Stocks of canned evaporated whole 
milk held by 533 wholesale grocery firms 
on December 31, totaled 30,239,000 Ibs. 
according to an AMS report. These 
stocks represent a 20 days’ supply at 
current rates of consumption. Except 
for 1942, these stocks equal the small- 
est number of days’ supply for Dee. 31 
since records were begun 16 years ago. 
Canned condensed whole milk held by 
533 firms totaled 430,000 lbs. on Decem- 
ber 31. A comparison of stocks held for 
the 526 firms reporting both for the end 
of December and a year earlier shows 
an increase of 12%. 


HUNGERFORD ONION STORY 
DESCRIBED IN 
HERALD TRIBUNE 


“Positively perfect is an onion dis- 
covery we made last summer — canned 
stewed dutch onions from York County, 
Pennsylvania, whole onions and all the 
same big — marble size, cooked just 
tender”, is the way Clementine Paddle- 
ford, staff writer for the New York 
Herald Tribune describes the York 
County Dutch Onions produced by Wil- 
liam A, Free’s Hungerford Packing Com- 
pany of Hungerford, Pennsylvania in a 
three column feature story in the Jan- 
uary 17 issue of the New York Herald 
Tribune. 

In the intimate folksie style of the 
food editor, Miss Paddleford tells of 
luncheon with the Frees, which naturally 
called for a dutch onion and green bean 
casserole accompanied with baked ham 
for the main course. 


She emphasizes the immaculate sanita- 
tion of the canning plant and employees, 
describing the care in selecting the raw 
product and the entire process to assure 
the highest uniform quality. The com- 
pany’s bean operation is given the same 
general treatment. Miss Paddleford goes 
on from there to emphasize that the 
Hungerford set-up is typical of the en- 
tire canning industry, stressing the im- 
portance of the industry, particularly in 
small localities. 

The article conctudes with a statement 
that will tickle the heart of any canner. 
“Our regret is that all these years we 
didn’t know about these stewed onions 
in cans.” 


Food and Drug Administration offices 
in 16 large cities throughout the country 
are increasing their staffs. Approxi- 
mately 100 chemists and inspectors will 
be added, it is understood. Applicants 
must be college graduates in one or a 
combination of the natural sciences. In- 
terested parties may contact their near- 
est Food and Drug Office. 


samy, 
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Program. 
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Canned feods display at Jones and Laughlan Steel Corpora- 
tion directors meeting, and the all canned foods luncheon served 
to the more than 700 directors, emphasize the importance of the 
canned food industry to J.&L. welfare, is an example of the “all 
industry” support of the NCA Consumer and Trade Relations 
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The house 


S chuck & Co., Ine. built its reputation on the quality of its packs— packs 
that have sold under many of America’s leading brands. 


Schuckl’s modern 30-acre plant, in the heart of the famous Santa Clara Valley, 
receives the finest of its fruits and vegetables— packs them with 
skill and care to meet your own high standards of quality. 


Give your label the support it needs by putting Schuckl quality behind it. 


SCHUCKL & CO., INC. 


SUNNYVALE, CALDP 


Finest Quality Packs of: CHERRIES APRICOTS PEACHES - PEARS FRUIT COCKTAIL + FRUITS FORSALAD + SPINACH 
: ASPARAGUS” + TOMATOES + TOMATO PASTE AND OTHER TOMATO PRODUCTS + RANCHO SOUPS 
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A different canner for each product, but all under the one“Country Garden” label. 


Group Selling 
Under A Common Label 


By NORMAN SORENSEN, 
President, Country Gardens, Inc. 


A well known industry figure—who has been doing just that these. 
past 15 years—uncovers for the first time the mechanics of his suc- 
cessful operation—Explains the trials and tribulation, the joy of 
accomplishment in encouraging others to take the plunge. 


Recently there has 
been an encouraging 
interest on the part 
of canners and trade 
papers in the idea of 
groups of canners 
marketing a variety 
of canned foods un- 
der a common label. 
Those of us who 
have been selling un- 
der such a program 
since 1939 naturally 
are pleased with the 
recognition this 
“new” type of marketing is receiving. At 
the same time we add our word of en- 
couragement to those courageous canners 
who are seriously considering such a 
marketing venture, we do feel it should 
be realized that banding together to sell 
under one label will not automatically 
produce miracles in the market place. 


7% 


MR. SORENSE 
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It has always been said that canners 
are rugged individualists. Our experience 
in the field of group marketing convinces 
us that we canners are today as essen- 
tially production minded as we were 
thirty years ago. While circumstances 
have compelled us to search out new 
ways for selling our products, we strug- 
gle just as hard as always to retain 
every barren shred of our individualism. 
It is only with bitter reluctance that we 
make any concessions to the present day 
demands of distribution. 


Marketing under a common label re- 
quires a wholesome spirit which prompts 
us gladly to give up some individual iden- 
tity, when necessary, to gain the privi- 
lege of working together on a sound sales 
program. Any canner who can’t generate 
enough enthusiasm to gladly make real 
sacrifices in the interest of promoting the 
common label is a poor candidate indeed 
for any venture in cooperation. Estab- 
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lishing a brand requires the spirit of 
battling for a holy cause—and we have 
learned that nothing less will do! 

It is unfortunate that selling under a 
common label will be considered by can- 
ners only after everything else has 
failed. It is questionable whether much 
will be gained by putting together finan- 
cially crippled organizations that can 
little better afford to invest in the group 
promotion of a brand than they could in 
a sales program of their own. And even 
if they are in the unusual position of still 
having adequate working capital, produc- 
tion minded canners are inclined to bud- 
get too little and too late for the market- 
ing job. Under such circumstances how 
can we hope to compete against the mil- 
lions of promotional dollars devoted to 
the established brands? It is a sad fact 
that we so-called independents have been 
independent mostly in exercising our 
privilege to fiddle while our particular 
Rome burns. This new day of selling 
demands devotion, loyalty and every 
available dollar that can be put to the 
job at hand. No halfway measures wil! 
suffice. 


REAL JOB NOT STARTED 


Now let us assume that a sound organ- 
ization of canners has been formed—an 
great skill is needed to fit the organiza- 
tion to the particular group who is to 
participate—the real job still hasn’t even 
started. A sales program must be 
planned and customers sought for th 
new brand. It may come as a shock that 
there is no great rush of distributors to 
avail themselves of the opportunity to 
promote the brave new brand. Super 
market shelves will be just as short of 
space for one more new brand as the) 
have been all along. Sales will come hard 
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and the promotional cost will be discour- 
agingly high for the small volume sold. 
(hen will come the plodding, arduous, 
expensive task of getting a few cases on 
erocers’ shelves. And while this pain- 
‘ully slow beinning is being made, restive 
canners will be asking where in hell are 
the fistfull of orders to which their in- 
vestment entitles them. That is why we 
advocate beginning with a fairly small 
group which can be increased as fast as 
demand for the brand justifies. The 
larger the group, the more widespread 
the disillusionment when orders don’t 
move all of the available supplies, 

All of us have seen the rush to support 
commodity promotions when some prod- 
uct was in serious oversupply. We have 
also seen how quickly that support 
melted away when a reasonable balance 
between supply and demand was at- 
tained. These commodity promotions 
have been easy to get into aad easier to 
abandon, Promotion of a common label is 
doomed to failure if canners do not rec- 
ognize a greater moral and financial re- 
sponsibility for making it a continuous 
undertaking. A commodity promotion 
may start with a hasty marriage and end 
in a quick divorce but the union needed 
for real sales promotion must be for bet- 
ter or for worse—and there will be 
plenty of the worse. 


ADVANTAGES 
Why, then, if the picture is so bleak, 
do we favor the movement for groups of 
canners to sell under one label as we 


have been doing for fifteen years? From 
an industry viewpoint the trend is 
healthy because it will: have a stabilizing 
influence. No one is foolish enough to 
believe that competition won’t continue 
to be exceedingly keen. But with respon- 
sible groups working hopefully and with 
modest success on their sales programs 
the tendency will be to compete at levels 
that won’t force extinction. Even the 
largest and best established canners 
should welcome such a development. The 
entire food industry must recognize the 
difference between an immoral fight to 
the death and a tough competitive battle 
for a profitable sale. It is reasonable to 
expect, too, that financial circles will wel- 
come a strengthening of the canned foods 
marketing structure. Surely, bankers 
and long-term lenders haven’t had much 
reason for confidence in the independent 
canner. And wouldn’t the prestige of 
canned foods quickly rise with a greater 
respect for we smaller fellows who make 
up a large part of the industry? 

While we were plodding away at build- 
ing an extremely modest acceptance for 
our label, many brickbats were gratuit- 
ously flung our way. Some of them hit 
their mark and they did hurt. But 
through it all, a good measure of self- 
respect came from the knowledge that we 
were doing something specific in winning 
a more solid place in the industry. Per- 
haps we still are overly conscious of the 
sneers reserved for merchandising radi- 
cals—but we are also conscious of the 
respect and support given us by sup- 


pliers and our bankers. And we can’t 
help but enjoy the bits of acclaim occa- 
sionally accorded us for our courage and 
resourcefulness. 

More than anything else, we like the 
steady flow of orders we get for our 
products under our label—as modest as 
that volume still is. In each market 
where we have managed to establish our 
label we enjoy the feeling of victory that 
comes with the increasing momentum of 
sales that follows each good campaign. 
We like the way distributors are drop- 
ping expensive label inventories and are 
adopting our brand. We are glad, too, 
that brokers now recognize that in our 
account they have many accounts which 
do not require duplicate sales <Tort. 


THE COUNTRY GARDENS SET-UP 

In a program of selling under one label 
we believe it is most essential that a 
group of canners keep their ideas fluid 
because flexibility is needed until the 
organization finds the right method for 
its particular group. As an example, we 
might cite our own case. When we first 
organized Country Gardens, Inc., in 1939 
as a sales corporation, its cap'tal stock 
was owned equally by two canning com- 
panies. Shortly thereafter a third can- 
ning company purchased enough capital 
stock so that each participant owned one- 
third of the outstanding stock. 

Today, Country Gardens, Inc., has 
merged with two of the original partici- 
pants and is not a cooperative at all in 
the legal sense of the word. The other 
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participants have no capital investment 
in Country Gardens, Inc. The only bond 
which unifies us is our common need for 
sales activity under one label and our 
confidence in each other. We have one 
canner for each product and he is respon- 
sible for keeping the quality and price 
right on his portion of the line. At the 
beginning of each selling season we give 
each canner an estimate of the quantities 
of his product that will be required by 
our distributors. These quantities are 
under constant review and are adjusted 
upward or downward as market condi- 
tions require. 


A number of our affiliated canners 
have continuous government inspection. 
We also maintain our own laboratory 
and have a food technologist who directs 
our quality control. It is essential that 
there be a final authority on quality and 
in our case that responsibility rests with 
our Director of Quality Control. It is 
surprising, though, how little controversy 
arises over quality when all of the par- 
ticipants are genuinely interested in 
building the volume on their portion of 
the line. 


For the most part our merchandising 
income is derived from the usual canner- 
to-canner discount. At times it has been 
necessary to add a few cents per case to 
cover the cost of selling. We try to avoid 
such additions in order to keep the brand 
competitive and profitable for our dis- 
tributors. In no case do we ask our asso- 
ciates to purchase Country Garden 


labels. This policy is maintained largely 
for protection of the brand rights. All 
invoicing to the customer is by Country 
Gardens, Inc., rather than by the shipper 
in order to avoid confusion and, again, to 
protect brand rights. This practice also 
eliminates conflicts when our associates 
have sales programs of their own. Coun- 
try Gardens, Inc., maintains its own list 
of brokers who are paid by the parent 
company. While we make no secret of 
the identity of our associates, we sell 
Country Garden quality and Country 
Garden products—not the reputation of 
our affiliated processors. 


It can readily be seen that this is an 
extremely simple method of operation 
where the sales and financial burden 
rests solely on Country Gardens, Inc. It 
has been possible for us to carry this 
burden only because we have been con- 
tent to grow slowly while attempting to 
prove that the program has real value. 
If we were to expand our operations 
much more, the label inventory and the 
investment in merchandising materials 
would have to be shared more equitably 
by the participants. That time is ap- 
proaching. 


COMPLETE LINE 


At present the Country Garden label 
is used on a rather complete vegetable 
line, tomato products, jams and jellies, 
pickles, olives, citrus products, salad 
dressings, and California fruit. Having 
only one packer for each of these lines 


has made it easy to keep our organiza- 
tion and its methods so simple. However, 
it wouldn’t be too difficult to create an 
equitable arrangement for several pack- 
ers of one product. They could be paid a 
basic price for their products and at the 
end of a selling season the funds could 
be distributed on a per case basis to ad- 
just any price differences that might 
have resulted from market fluctuations. 


It is a truism that no organization is 
any better than its management. In 
group marketing the responsibility and 
authority of the management must be 
clearly defined and that authority must 
be exercised to obtain the desired results. 
Just as in any other efficient corporation, 
management must manage. Where a 
group sells under one label there is a 
great opportunity for teamwork, but it is 
imperative that the management be a 
“team” rather than a “committee.” 
There is a difference. A committee has 
collective responsibility, but each mem- 
ber of a team has assigned to him the 
areas in which he makes final decisions 
and for which he is responsible. On a 
team, deliberation is joint; decision 
single. If the group doesn’t like the de- 
cisions the obvious remedy is to throw 
the rascals out—if they weren’t smart 
enough to insist on a long-term contract. 


A book length discussion would more 
adequately tell how unified action among 
a group of canners can bring greater 


(Continued on page 78) 
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Monosodium Glutamate 
In Canned Vegetables 


By 
Gerald A. Fitzgerald, Vice-President & Director 
Donald K. Tressler and Associates 


Recent Food and Drug Amendment permits use of this flavor 
| enhancing substance for the first time in 1955 vegetable packs. 
i “Why” and “How to” described here. 


A recent Food and Drug Administration regulation amended 
the definitions and standards of identity of canned vegetables to 
allow monosodium glutamate as an optional ingredient. For the 
first time, vegetable canners may now take advantage of 
monosodium glutamate to enhance the natural flavor of their 
products. The regulation requires can labels to bear the phrase 
“monosodium glutamate added,” as in the case of salt. 


The reason for this order may well be the marked preference 
consumers show for many foods seasoned with this ingredient. 
Of the several studies undertaken concerning consumer reactions 
to monosodium glutamate, the most recent was made at the 
Quartermaster Food & Container Institute, Chicago. Of 13 
canned vegetables included in this investigation, consumers be- 
lieved that 12 were definitely improved by the addition of 
monosodium glutamate. 


In general, canners have been slow to recognize the favorable 
consumer reactions to monosodium glutamate. The Food and 
Drug Administration order places the ingredient in a class with 
common salt and spices as a seasoning component. Like salt, its 
presence must be mentioned on the label, a fact which has caused 
many canners to hesitate using it for fear it will hurt consumer 
acceptance. 


Since the exact opposite holds true, canners cannot afford to 
postpone consideration of its addition to their own canned veg- 
etables. The food columns of women’s magazines and news- 
papers have been so full of stories about the flavor-enhancing 
vroperties of glutamate in recent years, that homemakers now- 
‘lays are actually looking on labels for its presence. It is 

sually the sign of a flavorful product. Thus, it should not be 
‘dden under the too general term of “seasoning”. 


The canner has access to much authentic technical informa- 
n through his can suppliers and as a worthwhile dividend of 

membership in the NCA. It so happens that the history of 
nosodium glutamate is as interesting as its possibilities as a 
od product ingredient. 


GLUTAMATE GAINED ACCEPTANCE SLOWLY 


Many centuries ago, Oriental peoples discovered that a certain 
vdered seaweed added to their food heightened the flavor of 
‘ny dishes. The reason for this, scientists have shown, is that 
' particular seaweed used for the purpose contains a large 
intity of glutamate. Chemically, monosodium glutamate was 
‘t isolated from natural proteins in 1866 by German investi- 
ors who derived it from the gliadin component of wheat 
ten. Since then it has moved slowly to its present recognition 
a standard ingredient of commercial food products. In 1908, 

first attempt at its commercial manufacture occurred in 
an, where people already knew the value of bringing out 
» flavor of their,foods; there it sold under the trade name of 
‘Jinomoto.” By 19338, Japanese productien of monosodium 
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glutamate amounted to ten million pounds a year. Two of the 
American operations started in the late 1920’s, one from an asso- 
ciation with the Japanese producer. 


During World War I, the residual water from sugar beet mills 
became an important source of potash and, whereas it had previ- 
ously been poured into nearby streams, tanks were built to 
retain it. Following the War, the price of potash dropped below 
the economic level of manufacture by this method. Fortunately, 
just at this time, increasing interest in conservation of fishery 
resources was resulting in legislation against industrial waste 
pollution of streams. This action heightened the problem of 
finding some other use of the residue. It was put up to the 
Mellon Institute of Industrial Research at Pittsburgh and it was 
here that Dr. Donald K. Tressler, with whom the writer is now 
associated, found the presence of glutamic acid. Although he 
was not familiar with the background of the use of monosodium 
glutamate as a flavor enhancer, Dr. E. V. McCollum, head of the 
department of Nutrition at Johns Hopkins University to whom 
he took the problem, knew of its use in the Orient as a food 
seasoning. Dr. Tressler forthwith developed the recovery 
process. 


NATURAL OCCURRENCE IN VEGETABLES 


Dr. M. J. Blish and co-workers* analyzed a number of fresh 
and prepared foods and said: “It is possible that part of the 


* The Occurrence of Free L-Glutamie Acid in Various Foods, L. R. Hae, 
M. L. Long and M. J. Blish, Food Technology 3, 351-54 (1949). 


TABLE I 
Percent Free L-Glutamic Acid in Cooked Fresh Vegetables 
Total Total Glutamic Acid 
Vegetable Solids N Sample 1 Sample 2 
Percent Percent Percent 
On Raw On Raw On Raw 
Weight Weight Weight 
Mushrooms, wild .... 11.84 1.03 0.13 0.14 
Green Peas 
14 
-04 .04 
Sweet Corn 
Very young .......... 21 Al 
33 .05 .05 
30 .06 .06 
Potatoes, small new .05 05 
Asparagus, green.... 6.74 34 .04 04 
Green string beans 9.08 .28 .02 .02 
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TABLE II 
Percent Free L-Glutamice Acid in Canned Vegetables 
Sample 
Identi- Total Total Glutamic 
Vegetable fication Solids N Acid 
Percent Percent Percent 
on on on 
Drained Drained Drained 
Weight Weight Weight 
Mushrooms ............+5 1 11.05 0.71 0.23 
2 21 
3 16.67 75 12 
Asparagus, green... 4 9.25 .06 
4A .05 
Potatoes, whole, new 5 .04 
Sweet Potatoes ........ 6 04 
CORN. 7 .04 
8 
9 .08 
10 02 
Spinach, strained .... 11 31 2 
Green Lima Beans.. 12 .02 
Butter Beans ........... 13 .02 
Green String Beans 
French Style ........ 14 8.67 .28 01 
SERINE 16 01 
Baked Pork & Beans 17 01 
18 01 
Yellow Wax Beans.. 19 .005 
20 None detectable 


superior flavor of young and of freshly harvested vegetables 
may be due to their higher glutamic acid content which de- 
creases during short storage in the refrigerator’. They then 
determined the glutamic acid in cooked and canned vegetables, 
as shown in tables 1 and 2. Of equal interest, is what happens 
during storage of cooked vegetables illustrated in Table 3. 


REASONS FOR RECENT INTEREST 


World War II is responsible for the present high level of 
acceptance of glutamate by food processors. It was then that its 
value was widely recognized for use in meat and other products 
such as soups and soup bases, gravy and gravy bases, croquettes, 
patties and other restaurant dishes. The result has been that 
processors who experimented with glutamate then now add it to 
their regular products. 


EXPLANATIONS OF ITS ACTION 


Various forms of protein hydrolozates differ, but Ac’cent, the 
commercial type with which I have conducted recent experi- 
ments, is 99+% pure monosodium glutamate. Crocker! and 
associates found that pure monosodium glutamate is entirely 
odorless. In taste, it has all four components, sweet, salty, sour 
and bitter as indicated by comparative taste threshold tests. 
These authors also remark that the product also has the two 
properties of tingling and presistence. Crocker even goes fur- 
ther to say that although most flavors excite only two senses, 
taste and smell, monosodium glutamate excites a third—the 
direct effect on the taste buds to produce a “feeling of satisfac- 
tion”. Crocker calls this the “glutamic effect”. 


Its application to meat and fish products was understood 
earlier but its effect on vegetables is of quite recent origin. Such 
authentic work as cited above, therefore, indicated that the Food 
and Drug Administration’s earlier label requirements of “arti- 
ficially flavored with monosodium glutamate” were quite in- 
accurate. 


It is hardly an exaggeration to say that most people can “take 
or leave” vegetables, other than those which are garden fresh 


1S. E. Carineross and E. C, Crocker, in papers presented at Symposium 
of the Quartermaster Food and Container Institute, March 1948. 
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when cooked and served very promptly. Just consider for a 
minute why most vegetables lack interest. Key to their accept- 
ance is flavor. Look at Tables 1, 2 and 3 and realize that wher- 
ever a loss of glutamate is shown, there is an equivalent loss of 
flavor. The causes are numerous and most of them canners 
cannot prevent. However, they can restore the glutamate lost 
in overmaturity or in handling before and in the factory. As 
noted above, there is no longer any fear that its declaration will 
cause consumer resistance. Smart shoppers are actually begin- 
ning to look to those brands which contain added monosodium 
glutamate (Ac’cent) as the most flavorful. 


APPLICATIONS IN THE CANNING PLANT 


The processes of washing, blanching, cooling, exhausting and 
cooking unavoidably extract some soluble natural components 
such as sugars, vitamins, minerals, soluble proteins and amino 
acids, including glutamic acid among the latter. Experience 
shows that the most valuable component of all, flavor, is also 
lost. In fact, such losses as can be measured chemically actually 
approach the total of one-half the original amounts of soluble 
constituents named. The fact that the product may be over- 
mature also presupposes that additional Josses of vitamins, 
sugars and glutamic acid have occurred from this cause. About 
half of the loss might be prevented if the customer would only 
serve the liquor in the can but she does not. Therefore, the best 
recourse of the canner is to return some of the lost components 
to the product, thus restoring its full freshness of flavor. 


It has been found desirable to apply the glutamate in the can 
rather than depending entirely on the consumer to add it as a 
condiment. The consumer may still want to acd more at home, 
just as she may want to add more salt. It has also been found 
that the glutamate can be cooked back into a vegetable and that 
its repenetration of the tissues helps to bring back the well 
rounded flavor of the original fresh product. Therefore, it 
should be added in the brine or as a pellet separately in each can. 


PRACTICAL APPLICATION IN THE CANNERY 


“Food Engineering”, pp. 76, 77 (June, 1954) carried an article 
illustrating where to use monosodium glutamate and in what 
quantities in numerous food products. The article was prepared 
by a committee representing the several manufacturers of 
monosodium glutamate. They say substantially in part: 


TABLE III 


The Occurrence of Free L-Glutamic Acid in Fresh Garden Peas 
of Various Sizes and the Effect of Storage on the Glutamic Acid 
Content of Raw and Cooked Peas 


Size 
Small Medium 


(Percent Glutamic Acid on 
Raw Weight) 


Large 


Sample Sample Sample 
1 A 1 2 1 2 
0.20 0.20 0.18 0.18 0.15 0.17 
Cooked after 24 hrs. 
ae 
Cooked after 48 hrs. 
Cooked after 72 hrs. 
12 14 
Raw after 72 hrs. refrigeration ae <2 
Cooked & refrigerated 24 hrs. a6 li 
Cooked & refrigerated 48 hrs. at 
Cooked & refrigerated 72 hrs. 16 .1¢ 


Samples 1 and 2 were picked from different portions 
of the same rows. 
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In most commercial applications, glutamate neither requires 
a special technique for its use, nor special processing steps. 
Wherever possible, it should be added at the same point in the 
process that spices, sugar, salt, etc, are now added. 


In many plants, these items are weighed out together and 
added to the batch as a unit. This method of addition is used 
for such products as canned soups, stews, sauces, chili and all 
hateh-type canned or frozen precooked products. 


However, because it is a comparatively expensive ingredient, 
it generally is not advisable to add glutamate to the brine tank, 
where spillage occurs in normal operations and where it may 
not all be used in a reasonable time. A dispensing unit should 
be used for measuring it into cans on the filling-closing line, in 
liquid, erystalline or tablet form. 


All three types of machines are available and can be adjusted 
to vary the amount added to meet specific requirements. In 
addition, sugar and/or salt can be incorporated into the tablet 
or mixed with the crystals. Liquid dispensing machines usually 
add a small volume of a fairly concentrated solution. All these 
units ean be geared to the production line so that their opera- 
tion becomes automatic regardless of the speed of the line. 


In Table 4, are given the quantities to add for a selected list 
of canned vegetables. .(See Table 4.) The original “Food Engi- 
neering” article gives numerous further applications. 


A word should be mentioned to the food technologist of the 
effect of adding glutamate to one’s standard products. Gluta- 
mate may accentuate the salt, sugar, or acid components of a 
canned product. Accordingly, its use may mean that it is desir- 
able to adjust the content of added salt, sugar and spices to 
obtain an even better rounded flavor result than by adding it to 
the standard product. It is probable that the quantities of such 
additives can be lessened when glutamate is used. 


CONCLUSION 


In summary, several points about monosodium glutamate have 
been established. First, consumer tests show that glutamate 
enhances the flavor of the majority of foods and increases their 
appeal, The Federal Food and Drug Administration takes heed 
of this fact by altering its labeling regulations. Consumer mag- 
azines and newspapers call the attention of their readers to the 
value of monosodium glutamate. This recognition by government 
and food authorities rightly puts glutamate in the category of 
natural seasoners such as salt and sugar and takes it out of the 
“artificial flavor” category where it never belonged. Finally, 
g.utamate is not only as natural as salt but, just as easy to use. 
The canner may avail himself of its advantages and pass them 
jong to the consumer without complicating his production line 

any way. 


TABLE IV 
(:LUTAMATE LEVELS FOR CANNED VEGETABLES 


-etables (Fresh, Canned or Frozen) % by Weight 


0.20 
0.15 
0.25 
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POMONA PRODUCTS COMPANY, Griffin, Georgia 


YOU ARE WELCOME! 


During the Food Industries Conventions, our 
headquarters will be 


Skyway Suite--2320 


CONRAD HILTON HOTEL 
Chicago, Illinois 


We'll be “open to visitors’ every day and 
evening from February 1 8th through the 23rd 


Hungerford Packing Company, Inc. 


HUNGERFORD-IN-FERTILE-YORK-COUNTY, PENNSYLVANIA 


PACKERS: Fancy tinned Onions 
Cut Green Beans, Cut Wax Beans 
Fancy French Style Beans 
Tomatoes 
Custom packing 
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CHROMATE TREATMENT 


For Preserving Exterior Brightness 
of Processed Food Containers 


The authors here present the results of a nine-month 


By 


Maurice Siegel!, John W. McGrew? and 


Edward C. Bertucio? 


investigation, 


a preview of which was reported by our “Tech Speaking” authors 
in the “Canning Trade” of October 18, and discussed by Dr. Seigel 
at a special session at the Tri-State Convention in December. 


The application of chromium chemicals 
for protection against corrosion is wide- 
spread. Uses include incorporation of 
chromates into corrosion-resistant paints 
and primers, and protective chromate 
coatings on aluminum, magnesium, zinc, 
cadmium, tin and other metals and alloys 
by chemical or electrolytic surface treat- 
ments. Chromate is used also in recircu- 
lating water systems such as those of 
internal combustion engines, refrigerat- 
ing equipment, air conditioners, cooling 
towers and many others. 


In its role as a protector of metals 
chromate finds application in the food 
industry where corrosion must be pre- 
vented and where tinned containers must 
be kept bright and rust-free. As an ex- 
ample, 350 ppm sodium chromate added 
to beer pasteurizer water protects iron 
equipment and imparts extended storage 
protection to the tinned containers. Like- 
wise, in the canning trade chromate 
added to retort, canal and other process- 
ing water serves the purpose of main- 
taining brightness and protecting equip- 
ment. 


HISTORY OF CHROMATE 
TREATMENT 


Unsightly cans with a comparatively 
short shelf-life have long been a problem 
for most canners. In recent years this 
problem has been aggravated by the lim- 
itation in tin supply resulting in de- 
creased coating thickness of tinplate. 
Because of the inhibitive qualities of 
chromates, bichromates and _ chromic 
acid, interest developed in a simple treat- 
ment for producing corrosion-resistant 
surface on tin. First attempts involved a 
simple chromic acid dip, a treatment 
which is still in use‘), Because tinplate 
after the tinning process may be oily and 
resistant to the wetting action required 


1 Strasburger & Siegel, Consulting Chemists, 
Baltimore, Md. 

*R & D Division, Mutual Chemical Company of 
America, Baltimore, Md. 
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for effective filming, an alkaline treat- 
ment, the Protecta-Tin Process(2) de- 
veloped by the Tin Research Institute of 
England, was introduced. Essentially 
this treatment involved a dip in an alka- 
line chromate-phosphate mixture at ele- 
vated temperatures; it afforded excellent 
rust protection for extended periods. 
Mixtures of chromic and phosphoric acids 
have been used with good results as well 
as electrolytic treatments involving chro- 
mate and phosphate‘). Experience has 
also indicated that in-process corrosion 
must be diminished or eliminated if any 
storage protection after processing is to 
be realized. In canning practice it is 
desirable to maintain tinned containers 
in a chromate environment wherever pos- 
sible and at least one can manufacturer 
has recommended use of chromate for 
this purpose(4), 


TABLE I— CHROMIUM INTAKE 


CONDITIONS CHROMATE INTAKE 
144 cans Chromated retort water None 
168 cans Chromated cooling water None 
138 cans 2% Chromate solutions* None 


*72 of these cans had 26 inches of mercury vacuum 


PROGRAM OF INVESTIGATION 


The results reported here include the 
addition of various chromium chemicals 
to retort and canal waters as well as the 
use of simple dip treatments. Although 
it seemed impossible that there could be 
any significant intake of chromate into 
cans which would be suitable for sale, it 
was decided, since minute concentrations 
are easily detectable, to analyze the con- 
tents of the water-filled cans for chromi- 
um. It is to be noted that the USPHS 
has established an upper limit of 0.05 
ppm chromium, equivalent to 0.15 ppm 
sodium chromate, for drinking water. 
As shown in Table I, no intake of chro- 
mate was observed. 


To make the evaluation as objective as 
possible, a system was devised whereby 
each can, after thorough inspection, was 
assigned a numerical rating from 1 to 
10. Factors affecting this rating were: 


1. General appearance of the can 
(staining or discoloration, hazy 
film) 
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2. General condition of the can body 
(spot corrosion) 
3. Condition of the crimped seams 
4. Condition of the soldered seams 
5. Degree of spangling of feathering, 
if any 
6. Detinning, if any 
it became evident that a much simpler 
ystem involving no more than four de- 
erees of protection—none, some, good 
and excellent—was preferable, based on 
the same criteria. With this system cans 
classified “none” are not salable. 


The cans were stored in at least two 
places. Most were retained at the can- 
nery and placed beside a processing line 
where they were exposed to extreme con- 
ditions of moisture and temperature 
fluctuations. Cans from each test also 
were stored in a basement where they 
were exposed to high humidity and a 
relatively stable temperature and were 
then subjected to a series of alternate 
exposures in a refrigerator and a damp 
basement (24 hours refrigeration, 48 
hours basement—3 cycles). As expected, 
this treatment greatly accelerated cor- 
rosion and in a sense artificially aged the 
cans, The initial inspection was made 
immediately after completion of the tests 
and subsequent inspections were made 
after a lapse of four weeks, twenty-two 
weeks and after the accelerated tests. 
Results reported reflect the cumulative 
effect of the above types of storage and 
accelerated tests. 


WATER IMMERSION PROCESSING 


Of the two common processing meth- 
ods, water immersion and steam, the 
former is by far the more detrimental to 
the can exteriors as well as to the proc- 
essing equipment. To obtain the desired 
information 36 tests involving 2184 cans 
were run in two canneries, one using 
Baltimore water, the other (in Southern 
Pennsylvania) using moderately hard 
well water (Table II). Cans of % Ib. 
tin per base box were used in all experi- 
ments. Sodium chromate and bichromate 
in concentrations ranging from 50 ppm 
to 500 ppm were used and sodium chlo- 
ride was added where indicated to pro- 
duce a corrosive condition. All cans were 
processed similarly by heating to 240° F, 
which required about twenty minutes, 
then maintained at 240° F for twenty 
minutes, and cooled in approximately 
70° F water for about ten minutes. Table 
III sumarizes the resulth of these initial 
tests. Concentrations as low as 100 ppm 
chromate were found effective even with 
100 ppm sodium chloride present. Chro- 
mate proved to be slightly more effective 
than bichromate under these particular 


TABLE II — WATER ANALYSIS 


BALTIMORE PENNSYLVANIA 
CITY WATER WELL WATER 
pH 7.9 6.7 
Sodium 
Chloride 10) ppm 25. ppm 
CaC0s 
Hardness 52) ppm 150 ppm 


test conditions. Although cans treated 
in 50 ppm chromate and 100 ppm sodium 
chloride were found not salable, it is 
significant to note that they were much 
better in appearance than the controls 
processed in chloride with no chromate. 
As would be expected, the controls were 
extensively corroded, especially on the 
crimped seams. 


Artificial conditions of extreme magni- 
tude were produced to investigate the 
limitations of chromate. In one series, 
retort water was adjusted to pH 11 with 
sodium hydroxide and ¢ans_ processed 
therein were badly spangled and in some 
cases completely detinned. After adding 
100 ppm chromate the spangling and de- 
tinning were reduced to insignificance 
and at 500 ppm were virtually eliminated. 
Similar tests with 330 ppm CaCo0., hard- 
ness were equally effective in preventing 
the extreme hazy appearance caused by 


TABLE III — CHROMATE TREATMENT 
OF RETORT WATER 
TEST CONDITIONS 
PROCESS—20 minutes up to 240° F, 20 minutes at 
240° F cooled 10 minutes in 70° F untreated water 
SODIUM CHLORIDE—-100 ppm (retort water only) 
INSPECTION SCHEDULE— immediately; after 4 weeks; 
and after accelerated tests 


SODIUM CHROMATE SODIUM BICHROMATE PROTECTION 


0 ppm 0 ppm None 

None 

100 - Some 

250 - Good 

500 Excellent 
250 Some 
500 Some 
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500 rem Na, CaO, 


WATER PROCESSED 


hard water. Table IV illustrates these 
tests. The haziness caused by an arti- 
ficial hardness of 150 ppm CaCO, was 
likewise controlled with 100 ppm chro- 
mate. 


STEAM PROCESSING 


The more commonly used steam proc- 
essing presents entirely different prob- 
lems from the standpoint of preserving 
exterior appearance. Chromate is a non- 
volatile inorganic salt and therefore can- 
not become part of the vapor which 
permeates the interior of a retort during 
steam processing. However a small por- 
tion of chromate placed in each retort 
will serve a useful purpose, especially if 
enough water enters the retort to im- 
merse one or two layers in the bottom 
crate.(5) 


The next step was to treat the cooling 
canal water.. A total of 13 tests involv- 
ing 883 cans were run. Tables V and VI 
summarize this work. Here again chro- 
mate was found to be slightly superior to 
bichromate under the conditions used. 
Concentrations as low as 50 ppm en- 
hanced the luster of the cans but failed 


TABLE IV—SPECIAL TREATMENTS—RETORT 
TEST CONDITIONS 
rrRocEss—20 minutes up to 240° F, 20 minutes at 
240° F cooled 10 minutes in 70° F untreated water 
INSPECTION SCHEDULE—immediately; after 4 weeks; 
after 22 weeks; and after accelerated tests 
WATER PROCESSED 
Artificial Hardness 


Sodium Chromate Protection 
*0 ppm None 
** 100 Some 

* 500 Excellent 


Natural Water—150 ppm CaC0, Hardness 


Sodium Chromate Protection 
0 ppm None 
250 Good 
500 Excellent 


pH 10 to 11 with NaOH 


Sodium Chromate Protection 
0 ppm None 
100 Some 
500 Excellent 


* 330 ppm CaC0, artificial hardness 
** 150 ppm artificial hardness 
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WATER PROCESSED 


to give complete satisfaction in shelf-life 
tests. Cooling canal treatment in general 
was not as effective as retort treatment. 


In an effort to extend the shelf-life, 
a method hereafter referred to as dip 
treatment was devised. This consisted of 
a 30 second immersion, either before or 
after retort treatment, in 170-180° F 
chromate solutions, some of which con- 
tained various additives at pH values 
from 1.5-9.4. In the retort and cooling 
canal water treatments the concentra- 
tion of chromate ranged from 0.01 to 
0.05% whereas the dip solutions were 
either 0.5% or 2%. Table VII shows the 
results of these tests. Immersion in chro- 
mate with wetting agent before retort 
processing gave excellent protection in 
both Baltimore water and natural hard 
water; however, a spotty soap film was 
evident on all cans. This was undoubtedly 
due to a poor choice of wetting agent. 
The addition of 0.25% trisodium phos- 
phate, which adjusted the pH to 9.4 
added little if any to the effectiveness of 
a 2% chromate solution. Sodium chro- 
mate was slightly better than bichromate. 
Both the chromic acid and the chromic- 
phosphoric acid solutions gave good pro- 
tection but there was some staining of 
the cans. 


ECONOMICAL CONSIDERATIONS 


Although cost of chromate is moderate, 
a study of processing procedures and a 
determination of concentrations required 
in relation to the chemical character of 
the water will determine the wisest ap- 


TABLE V — SPECIAL TREATMENTS—CANAL 
TEST CONDITIONS 
PROCESS—steam, 20 minutes up to 240° F, 20 min- 
utes at 240° F cooled 10 minutes in 70° F 
treated water 
INSPECTION SCHEDULE—immediately ; after 4 weeks; 
after 22 weeks; and after accelerated tests 
Artificial Hardness—330 ppm CaC0; 


SODIUM CHROMATE PROTECTION 
0 ppm None 
500 Some 
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NO TREATMENT 


WATER PROCESSED 


plication. Fundamentally the canner is 
dealing with retort and canal water or 
some type of dip tank and consumption 
of chromate is based for all practical 
purposes on drag-out and mechanical 
loss. In the case of retort water process- 
ing, consumption of chromate is greatest 
when pressure cooling is practiced be- 
cause the chromate charge is lost. The 
cost per retort under these conditions is 
in the order of 3 to 15 cents. When re- 
tort process water is used repeatedly the 
cost is less. Where cooling water is re- 
circulated, depletion of chromate is pri- 
marily due to mechanical loss, and to a 
lesser degree to chemical reduction by 
the organic contaminants such as food 
products spilled into the canal. At a con- 
tinuous overflow of 25 gallons per min- 
ute, the cost of chromate treatment is in 
the order of $15 per 24 hour-day. The 
dip treatment is estimated at less than 
one cent per crate. 


SOLUTION MAINTENANCE 


Color comparators are available for 
quantitative determination of dilute 
chromate solutions. Equally satisfactory 
is the use of color standards prepared in 


TABLE VI— CHROMATE TREATMENT 
OF COOLING WATER 
TEST CONDITIONS 
PROCESS—steam, 20 minutes up to 240° F, 20 min- 
utes at 240° F, cooled 10 minutes in 70° F 
treated water 


SODIUM CHLORIDE—-100 ppm (except where desig- 
nated otherwise) 
INSPECTION SCHEDULE—immediately ; after 4 weeks: 
after 22 weeks; and after accelerated tests 
30DIUM CHROMATE SODIUM BICHROMATE PROTECTION 
* Oppm 0 ppm None 
* 60 — Good 
50 -- Some 
150 Some 
* 250 — Good 
250 Some 
500 -- Some 
— * 250 Good 
—_ 250 Some 
500 Some 


* No sodium chloride present 
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bottles for the particular operating 
ra ge. After establishing the satisfac- 
to.y minimum concentration, control is 
comparatively simple as concentrations 
upward from the minimum are increas- 
invly beneficial. The 2% dip solution may 
be maintained by density measurements 
or by diluting a sample to the operating 
range of color comparators. 


TABLE VII— DIP TREATMENT 
TEST CONDITIONS 
process——steam, 20 minutes at 240° F cooled 10 
minutes in 70° F untreated water 
pip—-30 seconds at 170° F 
INSPECTION SCHEDULE—-immediately ; after 4 weeks; 
after 22 weeks; and after accelerated tests 
NATURAL HARD WATER 
Treatment Protection 
2, Chromate and 


Wetting Agent* Excellent* 
Cromate®** Excellent 
BALTIMORE CITY WATER 

2, Chromate and 

Wetting Agent* Excellent 
2+; Chromate and 

0.25% TSP (pH 9.4)* Some 
Chromate* Some 
Chromate** Good 

BALTIMORE CITY WATER 

2°, Sodium Bichromate* Some 
Sodium Bichromate** Some 
0.5¢, Chromie Acid* Good§ 
0.56, Chromic Acid** Goods 
Chromie and 0.250% 

Phosphorie Acids (pH 1.5) Goods 


Before retort 
After retort 
§ Some staining especially 


before retort 
¥ Seapy film present on 
all cans 


CONCLUSIONS 


(1) Sodium chromate added to either 
retort processing water or cooling 
canal water assists materially in 
preserving tin brightness and in 
lengthening rust-free shelf-life of 
tinned food containers. 

(2) Sodium chromate likewise mini- 
mizes the de-tinning tendency of 
alkaline waters. 


(8) A simple dip treatment in sodium 
chromate solution either before or 


Retort water adjusted to pH 11 with 
sodium hydroxcide, after exposure in 
cannery storage for 20 weeks. Cans on 
left, no added treatment. Cans on right, 
treated with 500 ppm sodium chromate. 


after retort processing is similarly 
effective. 


(4) There is no detectable intake of 
the treating chemical into the cans. 
Specific recommendations for indi- 
vidual canners depend on the chemical 
character of the water, the particular 
processing techniques and the degree of 
protection required in the light of antici- 
pated storage conditions. 100 ppm chro- 
mate in either the retort or cooling canal 
water would appear to be the correct 
order of magnitude for average condi- 
tions; however a 2% chromate dip treat- 
ment introduced into the processing line 
merits consideration. |Note: 2% Sodium 
Chromate (Na.Cr0,)=20,000 ppm=16.69 
1b/100 gal.| 
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New Products and Varieties 
Feature Annual Canners 


League Cutting 


The 32nd annual fruit and vegetable 
sample cuttings of the Canners League 
of California, held in the Fairmont Hotel, 
San Francisco, January 27 and 28, proved 
an outstanding event from the stand- 
point of both interest and attendance. 
Judging committees, made up of ex- 
perts, each consisting of from three to 
six members, depending on the number 
of entries, presented their findings at a 
luncheon meeting of members’ which 
brought the annual affair to a close. 

The steering committee which planned 
and guided the event consisted of Elvan 
Hansell, Hunt Foods, Inc.; David Child, 
Libby, McNeill & Libby; N. E. Liles, Tri- 
Valley Packing Association; Robert 
Quirk, Barron-Gray Packing Co., and 
Adolph Asti, S. & W. Fine Foods, Ine. 
Representatives of League members 
were chairmen of the judging commit- 
tees. Member firms making up the Can- 
ners League of California now total 42. 

More than 1300 samples of the fruits 
and vegetables were taken from the 
warehouses of members of the League 
and were shown, unidentified except for 
code number, with judges rating them 
for appearance, taste, texture, color and 
uniformity. This year, eight million 
readers of the Women’s Home Com- 
panion will be able to see how this an- 
nual Cutting Bee plays such an import- 
ant part in putting quality on the house- 
wife’s table. Dorothy Kirk, Food Editor 
of the Companion, will tell the full story 
of the League’s annual cutting and judg- 
ing event in the March issue of this pub- 
lication, due to reach the newsstands 
about February 17. 


EXPERIMENTAL PRODUCTS 


A feature of the showing was the 
presentation of several new products de- 
veloped in the Food Technological De- 
partment, University of California, Berk- 
eley, under the direction of Prof. W. V. 
Cruess. One of these, Cling Peach Sauce, 
attracted considerable attention, this 
being quite an improvement over former 
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Part of the 1,300 samples on display. 


offerings that were more like a crushed 
fruit than a sauce. Hope was expressed 
that an apple sauce canner or other 
producer will pack enough of the product 
to test its sales appeal in stores and 
super markets. 

Another experimental product shown 
was canned Julienne Style cling peaches. 
Peaches in strips are processed for use 
in salads, with breakfast cereals, pud- 
dings, pies and the like. Still another 
new item was pears for baking and some 
of the canned product were shown. 


NEW VARIETIES 


Considerable attention was given to a 
display of new hybrids of cling peaches, 
grown and canned by the Department of 
Pomology, University of California. 
Sixty samples were shown, with some of 
these considered quite promising. There 
was also a showing of canned grapes, 
from both girdled and ungirdled vines. 
Some of the new peaches show a much 
finer flavor than standard varieties in 
use and the same was noted in some of 
the grapes from girdled vines. The new 
peach varieties range in ripening date 
from July 12 to September 7. 


In connection with the showing of 
canned vegetables there was a compre- 
hensive display of samples produced by 
the canning tomato breeding project of 
the University of California. The toma- 
toes were developed, grown and canned 
at Davis. Efforts are being put forth to 
get strains that are resistant to wilt and 
at the same time to do away with the 
Pearson core. 


At the conclusion of the vegetable 
showing on the second day, canner mem- 
bers gathered in a luncheon session and 
results of the cuttings were made by 
chairmen of the judging committees. In- 
troductory remarks were made by Can- 
ners League President, John E. Dodds, 
with a summary of cutting reports by Dr. 
Ira Somers, acting director of the West- 
ern Branch Research Laboratories of the 
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National Canners Association at Berk- 
eley. 


TWENTY-FIVE YEAR OLD CAN 
OF ASPARAGUS 


An interesting feature of the closing 
session of the judging, and one open to 
only a few of the older canners and mem- 
bers of the trade, was the cutting of a 
can of asparagus packed almost 25 year's 
ago by a pioneer canner, the R. Hick- 
mott Canning Company. 

The can of white asparagus, a No, 2! 
size square container, had been located 
recently in her china closet by Mrs. 
Gloria Hickmott Clark, daughter of the 
early day canner, and presented to a 
member of the Canners League of Cali- 
fornia. Mrs. Clark attended the cutting 
with her son, Edwin Hickmott Clark of 
E. H. Clark & Co., a brokerage firm lo- 
cated in San Francisco. 


A code book of the R, Hickmott Can- 
ning Company revealed the fact that the 
can was part of a lot packed for the 
wholesale grocery house of Seeman 
Bros., of New York in 1931, 1932 or 1933, 
probably in the first named, and that the 
can was made by the American Can 
Company. 

Several of those who witnessed the 
cutting expressed the opinion that the 
contents would be very dark and unin- 
viting. Mrs. Clark personally cut the 
can and to the relief of all the asparagus 
was in perfect condition, with flavor wel! 
maintained. In fact, experts in the 
group, advised that in appearance it 
easily equalled, if not excelled, anythin: 
on display of the 1954 pack on view i) 
the adjoining room. In this connectio:, 
it was advised that a slightly differen! 
variety of asparagus was grown then for 
the Hickmott operation, with this item 
especially favored by French buyers. 

The sample of the pack of the early 
’30’s was then transferred to a table i 
the Gold Room where judging was i) 
progress and attracted wide attention. 
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NATIONAL CAN BUYS PACIFIC CAN 


fhe National Can Corporation, on Jan. 
2¢, purchased the Pacific Can Company 
in a $19 million transaction which culmi- 
nited a three-year reorganization and 
es pansion program by National. 


[he acquisition makes National third 
in the industry behind the big two, 
American Can and Continental. Sales of 
National last year were over $40 million 
and Pacifie’s $32 million. American Can, 
$660 million—Continental Can, $554 mil- 
lion. 


Robert Solinsky, National President, 
will be president and chief executive offi- 
cer. Mr. E, F. Euphrat, formerly presi- 
dent of Pacific, will be Chairman of 
Pacific. Pacifie’s other top management 
will remain in their present capacities 
and thus will maintain the continuity of 
operation and policy which has been re- 
sponsible for Pacific’s outstanding suc- 
cess. 


Donald C. Lillis, partner in the New 
York investment firm of Bear, Stearns 
and Co. and Chairman of National who 
headed a syndicate which put the deal 
together, announced the purchase was 
carried out exclusively through debt fi- 
nancing and that National acquired five 
west coast plants which now makes a 
total of 12 owned by the company 
throughout the country. 


The multi-million-dollar purchase was 
financed through borrowing. National 
obtained $12.5 million from institutional 
investors. This was arranged by the 
First Boston Corporation and included 
the New York Life Insurance Co., Con- 
tinental Assurance Co., Jefferson Stand- 
ard Life Insurance Co. and Fidelity 
Mutual Life Insurance Co., and the Provi- 
dent Mutual Life Insurance Co. A total 
of $4.5 million in 5% subordinate con- 
vertible income debentures was offered to 
stockholders of National and was under- 
written by a syndicate headed by Bear, 
Stearns and Co. and A. C. Allyn and Co. 
Another $2 million was provided by a 
private investor. 


Of the $19 million proceeds of the 
loans, $14 million is for the purchase of 
Pacific Can’s stock interest, with the re- 
maining $5 million for plant moderniza- 
tion and expansion, retirement of Paci- 
fie’s debt, and additional working capital. 


The purchase culminated a three-year 
plan of Bear, Stearns & Co. The invest- 
ment house became interested in the can 
business back in 1950, according to Mr. 
Lillis. A court decision that year pro- 
hibited the Big Two from several can- 
making practices such as long-term con- 
tracts with customers, aggregate quan- 
tity discounts and renting closing ma- 


chinery to customers instead of selling it 
outright. 


In midsummer 1951, the investment 
house acquired some 60,000 shares in 
National. This was not a controlling in-. 
terest but its influence was greater than 
its holdings because National was ad- 
mittedly headed for trouble without new 
blood, according to Mr. Lillis. 


In late ’52 Mr. Lillis said he persuaded 
National to buy out Cans, Inc., a highly 
successful Chicago firm, in order to ac- 
quire its management, president Robert 
Solinsky who had built his company from 
$35,000 in 1943 to $1 million, and Vice 
President Andrew M. Toft, a can-produc- 
tion man for 25 years. Immediately, Mr. 
Lillis said, the new team streamlined 
operations, discontinuing unprofitable 
lines, switching some to other plants 
where they could be turned out more eco- 
nomically, and despite a $3 million loss 
due to the discontinuance, cutbacks on 
government orders and loss of export 
business as foreign countries resumed 
their own can-making, 1953 saw an oper- 
ational profit of $852,468 against 1952’s 
$1.4 million loss, and net income of $1.2 
million against the previous year’s $1.5 
deficit. Sales in ’53 were $40 million. 


Pacific Can, too, was a success story, 
Mr. Lillis said. Started by Euphrat in 
1927 with a capitalization of $400,000, it 
was worth $17.4 million last year. Sales 
were $32 million, more than quadrupled 
from the previous year. 
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77 days—Main 
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NEW PRODUCTS and 


PACKAGES 


Instant Citrus 


After many years of research, the 
commercial production of instant orange 
juice and grapefruit juice crystals was 
begun in Plant City, Florida the week of 
January 17. The concentrated dry juice 
crystals require only the addition of 
water to produce a juice comparable in 
taste, appearance, aroma and nutritive 
value to the fresh product, according to 
the Vacu-dry Company of Oakland, Cali- 
fornia, developers of the process. 


Orange Crystals, Inc., a Florida firm, 
has been granted exclusive rights to the 
new method in the state of Florida. Pro- 
duction began in a new $350,000 plant, 
starting with an initial output of some 
2,000,000 pounds of citrus crystals per 
year, or the equivalent of 15,000 fresh 
oranges an hour, the year round without 
seasonal shutdown. The company plans 
to add three more processing units of 2 
million pounds annual capacity each to 
its first plant. 


The new orange and_ grapefruit 
crystals eliminate the need for frozen 
processing and storage. The dry crystals 
keep on the shelf in ordinary tempera- 
tures retaining the fresh-tasting flavor 
and 96 percent of the Vitamin C content 
of the fresh fruit. 


In addition, the light weight of the 
pure crystals compared with present cit- 


OLD FASHIONED RICE PUDDING 


Brills Old Fash- 
ioned Rice Pud- 
ding, ac- 
cording to an old 
fashioned recipe, 
has been _ intro- 
duced by the H. 
C. Brill Company 
of Newark, New 
Jersey. Ready to 
serve, the canned 
product, it is said, 
matches’ exactly 
the flavor, body, 
and color of the 
finest homemade rice pudding. The at- 
tractive four color label was designed 
and produced by the Rossotti Lithograph 
Corporation of North Bergen, New Jer- 
sey. Other items in the Brill line include, 
Spanish Rice, Macaroni Dinner, Spa- 
ghetti Sauces, and Isle of Capri Pizza 
Pie Mix and Sauce. 


Old Fashioned 


NCE PUDDINE 
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Juice Crystals 


rus juices (2% times lighter than frozen 
concentrate, 8% times lighter than whole 
canned juice) allows them to be stored 
and transported easily and inexpensively, 
opening up new and widespread markets 
for citrus juices in areas where lack of 
refrigeration or long transportation dis- 
tances have heretofore prevented much 
consumption. 


For the average user too, new conveni- 
ence has also been added to the orange 
crystals’ easy storability and shipping. 
The crystals, which look like tiny porous 
sponges with many small surfaces, dis- 
solve quickly in the coldest water (4 
parts water to one part crystals). 


There is no need to “stir it up” before 
each serving, and no special agitators or 
dispensers are required, as the recon- 
stituted juice keeps ready to drink with- 
out separating. 


Initial distribution to bulk consumers 
will be handled by Vacu-dry through the 
same channels it markets its own prod- 
ucts — mainly to government agencies, 
state institutions, and manufacturing 
firms which use its dried fruits as in- 
gredients. 


Other distribution is presently in the 
hands of Gulf-Atlantic, Inc., a citrus 
marketing company. This firm will mar- 
ket the orange and grapefruit crystals 
to hotels, restaurants and similar bulk 
buyers, and to an expanding circle of re- 
tail outlets through food brokers. 


OFFICERS 


Principal officers of Orange Crystals, 
Inc. are: President—W. E. G. Gallwey, 
Oakland, who has also been President 
and Director of Vacu-dry since it was 
incorporated in 1946; Vice President and 
Director—Carl P. Fish, Tampa, who is 
also President and Director of Gulf-At- 
lantic, Inc.; Vice President, Secretary 
and Director—Frank P. Adams, San 
Francisco, who has been Vice President, 
Secretary and Director of Vacu-dry since 
1946. He was with Vacu-dry’s predeces- 
sors from 1941 to 1946; Treasurer and 
Director—W. Grant Horsey, Plant City, 
Florida, who is also President and Di- 
rector of the J. William Horsey Corpora- 
tion; Assistant Secretary and Director— 
Cody Fowler, Tampa, who is an attorney 
at law and legal counsel for the com- 
pany; Assistant Treasurer and Director 
—Whiting H. Preston, Tampa, who is 
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INSTANT ORANGE JUICE CRYS- 
TALS dissolve immediately and com- 
pletely in cold water—no stirring neces- 
sary. 


also President and Director of Manatee 
Fruit Co., Director of Gulf-Atlantic, Inc.; 
Director—John Grissim, Oakland, who is 
Vice President, Director and Sales Man- 
ager of Vacu-dry and has been with 
Vacu-dry and predecessors since 1941; 
Director—J. William Horsey, St. Peters- 
burg, Florida, who is also President and 
Director of Dominion Stores, Limited 
(Canada); Director—John S. Logan, San 
Francisco, who is a Director of Vacu-d:y 
Company; Director — Philip B. Stapp, 
San Francisco, who is also President and 
Director of Plenty Fish Company, Vice 
President and Director of Gulf-Atlantic, 
Ine. 


one-gallon, 
round, cone - top 
ean for fountain 
syrups being 
manufactured for 
the soft drink in- 
dustry by Conti- 
nental Can Com- 
pany. The Coca- 
Cola Company is 
already purchas- 
ing substantial 
quantities of these 
cans as contain- 
ers for its foun- 
tain syrup. The can is made of No. 50 
electrolytic tin plate throughout, with 
lacquered inside and bottom and top out- 
side. It is side seam striped with the 
inside being wax lined. 

The cone top includes a 1%” nozzle 
and is flanged to take a double-seamed 
scored closure cap. A second “reclosure” 
cap is also provided. 

Cans will be furnished with litho- 
graphed bodies or with paper labels ap- 
plied, if labels are supplied by customer. 
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HAWAIIAN pINEAPel! 


FILLING 


Contents 1 18.5% 


PINEAPPLE PIE FILLING 


The Dole Hawaiian Pineapple Company 
is now canning a new Dole Label Pine- 
apple Produet—DOLE PINEAPPLE PIE 
FILLING. The new product is packed in 
a No. 2 can and contains 1 lb. 5% oz. of 
ready-to-use pie filling, sufficient to make 
an 8” pie. The product can also be used 


to make other recipes and desserts, such 
as Pineapple Creampuffs, filled cookies, 
meat sauce, tarts and individual deep 
dish pineapple pies. 

The Pie Filling has been tested in sev- 
eral markets. Results indicate an im- 
mediate acceptance by the American 
housewife. Distribution in these markets 
and in other markets throughout the 
country will be expanded rapidly and will 
be completed by late spring. 


Dole Pie Filling is packed in the com- 
pany’s Honolulu cannery. It is shipped 
to the Mainland to key distributing 
centers and then to the retail stores. 

At the time of the introduction of the 
product to a market, four-color display 
material and some local advertising is 
used to call the consumer’s attention to 
the new addition to the Dole family of 
products. 


The growing institutional market for 
frozen foods was discussed at a recent 
luncheon meeting of Eastern Frosted 
Foods Association at the Belmont Plaza 
Hotel. Consensus of opinion was that eye 
appeal, labor savings, portion control, 
menu variety and small storage space for 
frozen foods has attracted the eye of the 
institutional buyer. Industry now buys 
more than $350 million worth of these 
products. Following a tradition of many 
years, the association, oldest in the in- 
dustry, served a complete frozen food 
luncheon. 


MAXIMUM EYE APPEAL 


A maximum of eye appeal for self 
service super market shopping was the 
goal of the Old Monk Queen Company of 
Chicago in adopting this new package 
for its Old Monk Queen Olives. Caps are 
decorated in black and white and serve 
as a label for the package in addition to 
providing a highly effective vacuum seal. 
Containers are Anchor Glass standard 
tapered tumblers in 3 and 7 ounce 
“drained weight” capacities. Closures 
are also Anchorvac supplied by Anchor 
Hocking Glass Corporation, Lancaster, 
Ohio; small label on the larger package 
by Bates Printing Company, Chicago. 


HOT-WATER 
TOMATO 
SCALDER 


—YOUR BEST 


SCALDER BUY! 
HOW IT SAVES 


. . at the present price of coal, 
this saving pays for scalder in a 


year. te 


LANGSENKAMP’S 


HOW IT PAYS 


@ Saves 80% of steam consumption @ Increases volume of pack .. . one 


to two more No. 2 cans per hamper. 


@ Eliminates 1/3 water storage! 


greater efficiency. 


@ Conveyor readily lifts from hot @ Contributes to sanitation . . . cor- 
ners rounded .. . 
of seeds or foreign particles. 


water, eliminating loss of many 
cases product when filling or closing 
machine is down. 


@ Saves maintenance time—conveyor 
lifts easily for thorough cleaning 
and painting. 


 F. H. LANGSENKAMP CO. 


INDIANAPOLIS 25, INDIANA 


227-235 East South St. 


highest possible quality. 


@ Saves cleaning time . . . easily a 
slushed thoroughly by opening 24” @ Provides uniform scalding. 
doer. 

@ Less undesirable steam . . . adds @ Retains oft pectin in tomatoes—rich- 
to comfort of peelers . . . provides er color, higher quality. 


WRITE FOR FURTHER DETAILS TO 


no accumulation 


LABELS 


ORIGINAL DESIGNS 


GAMSE LITHOGRAPHING CO., INC. 


GAMSE BLDG., BALTIMORE 2, MARYLAND 
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AGRICULTURE 


Stocks of onions held in common stor- 
age in the United States on January 1, 
1955, are estimated at 8,942,000 sacks of 
50 pounds each by the Crop Reporting 
Board. These holdings are 20 percent 
smaller than the same date a year ago, 
but 20 percent larger than the 1946-53 
January 1 average. Cold storage hold- 
ings were reported to be an equivalent 
1,032,000 sacks, 12 percent less than last 
year and 32 percent below the 1946-53 
average. 


1954 Pesticide Carry-Over stocks are 
down 10 percent from 1953. Major pesti- 
cidal chemicals in the hands of manufac- 
turers on September 30, 1954, totaled 
134,600,000 pounds, compared with 149,- 
500,000 pounds same date a year earlier. 
USDA says over-all stocks may be con- 
sidered normal, but inventories of some 
individual chemicals vary somewhat, both 
up and down, from normal. 


Highest dollar returns to beet growers 
were found by Professor Sayre, Cornell 
vegetable crops specialist to occur when 
the small beets represented only 31 per- 
cent of the crop. This is contrary to the 
popular belief that greatest returns oc- 
cur when 70 percent are in the small 
grades. In the experiment, beets three- 
fourths to two inches in diameter brought 
$20.00 a ton and those two to four inches 
in diameter $9.00 a ton. All beets over 
four inches were discarded. The first plot 
was harvested when 66 percent of the 
beets were in the small grade. They ac- 
counted for a little more than six tons of 
the total nine tons harvested at that 
time. The value of the crop was $148.46. 
Thirty-three days later the last plot was 
harvested. A crop of 21 tons was har- 
vested of which almost six and a half 
tons, or 31 percent, were small beets. The 
value of the crop, however, was $246.64. 
Tonnage of small beets remained almost 
constant throughout the season, but the 
increasing tonnage of large beets with 
each succeeding harvest resulted in an in- 
crease in value with each harvest. 


Georgia Peach Growers have voted to 
continue an amended Marketing Agree- 
ment and Order, regulating the interstate 
shipment of peaches grown in Georgia. 
Majority was 79 percent by number, and 
78 percent by volume. Originally effec- 
tive in 1942, provisions of the order re- 
quire that a referendum be held bienni- 
ally. 


Total memberships in farmer coopera- 
tives during 1952-53 reached a record 7.5 
million, almost double the number 10 
years ago. Memberships represent some 
3 million individual farmers, many of 
them belonging to more than one coop- 
erative. During the same year farmer 
ccoperatives did a net business of 9.5 
billion dollars—a gain of $100 million 
over the 1951-52 period. Products sold 
for farmer members of marketing coops 
had a net value of almost $7.4 billion, 
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Distribution of government surplus 
foods in this country and abroad _ in- 
creased substantially during the second 
half of 1954. Food donations July through 
December, 1954, totaled approximately 
442 million pounds, compared with 602 
million pounds during the 12 month 
period July 1953 through June 1954. 
Donations to schools, institutions and 
needy persons in this country totaled 244 
million pounds in the last half of 1954, 
compared with 418 million pounds during 
the 12 months of the year ending June 
30, 1954. Donations to U. S. welfare 
agencies for distribution abroad totaled 
198 million pounds in the last 6 months 
of 1954, compared with 184 million 
pounds during all of the year July 1953- 
June 1954. 


Production of winter vegetables fore- 
cast for fresh market in the 1955 season 
at 1.48 million tons, will be 5 percent be- 
low production in 1954 but about equal 
to average production in the years 1949- 
58, according to a USDA report. Signifi- 
cantly smaller crops are forecast for 
cabbage, celery, tomatoes, sweet corn, 
snap beans and broccoli. Smaller crops 
for artichokes, beets, cucumbers, kale 
and green peas are also indicated. In- 
creases are expected for winter crops of 
lima beans, carrots, cauliflower, eggplant, 
lettuce, green peppers, shallots, and 
spinach. 


Bacterial wilt on sweet corn will occur 
in serious proportions this coming season 
if the mean temperatures of December, 
January and February added together 
total 90 or above, according to Cornell 
scientists at the Experiment Station at 
Geneva, New York. If the total is 85 or 
below, wilt will be absent or light. Rea- 
son is, the disease is spread almost en- 
tirely by flea beetles that can’t stand the 
cold but survive in large numbers during 
mild winters. In March, Cornell will issue 
forecasts on probable incidence of wilt 
for different parts of New York State on 
the basis of winter temperatures. Early 
varieties are generally more susceptible 
to wilt than later and main season sorts. 
Wilt may be controlled by controlling the 
flea beetles with DDT. 


The Soils-Water-Fertilizer Research 
and Advisory Committee at its meeting 
January 12-14 in Washington, has recom- 
mended research on the following prob- 
lems: (1) Basic soil-water-plant relation- 
ships. (2) Soil-plant-animal nutrition 
relationships. (3) Fertilizer improvement. 
(4) Water shed research and (5) soil and 
water management research. 


Approximately 70 percent of the 
tomato seed acreage certified in New Jer- 
sey last year was of the Rutgers variety. 
This is the 15th consecutive year Rutgers 
has led the parade in New Jersey. The 
popular variety accounted for 1,929 of 
the 2,739 acres and 56,281 of the 86,762 
peunds of seed produced. Improved 
Garden State ranked second with Mar- 
globe third. 
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Progress in developing new varieties of 
purple raspberries is reported by Cornell 
fruit breeders at the Experiment Station 
at Geneva, New York. Station reports 
results with 7,622 seedlings obtained 
from eleven black by red raspberry 
crosses made at the Station several years 
ago. Crosses between purple raspberry 
varieties have failed to produce any 
seedlings of merit, say breeders George 
L. Slate and Leo G. Klein. Purple rasp- 
berries have also failed to give satisfac- 
tory results when back-crossed to red or 
black raspberries. Very few seedlings 
have been obtained from crosses in which 
red raspberries have been the seed par- 
ent, but where black raspberries have 
been the seed parent and red raspber- 
ries the pollen parent, large numbers of 
typical purple raspberry seedlings have 
been produced, some of them having 
superior qualities. 


FIRE BLIGHT CONTROL ON 
APPLES AND PEARS 


Apple and pear growers will have a 
new weapon in 1955 to fight fire blight. 
It is powdered antibiotic sprays of strep- 
tomycin sulfate. 


Dr. L. O. Weaver, University of Mary- 
land Extension plant pathologist, recom- 
mended the use of the antibiotic at the 
recent annual meeting of the Maryland 
State Horticultural Society, Hagerstown. 

He said orchard trials last year 
showed that streptomycin preparations 
offer the best promise of effective fire 
blight control, and suggested its use 
where first blight has been a _ serious 
problem. 


Dr. Weaver reminded the orchardmen 
that fire blight was widespread in 1954 
and warned that conditions may favor its 
development in the spring this year. 


The plant pathologist recommended a 
three-step program for controlling fire 
blight: (1) Remove blighted wood and 
cankers from susceptible varieties, (2) 
remove neglected apple and pear trees, 
and (3) spray susceptible apple and pear 
varieties to prevent blossom blight. 


“In order to prevent blossom and twig 
blight two or more sprays will be neces- 
sary,” he said. “Use streptomycin sul- 
fate formulations at concentrations of 60 
to 100 parts per million. Dust applica- 
tions have been. ineffective. Apply the 
first spray when the center blossoms of 
flower clusters open, and apply the fol- 
lowing sprays at 5 to 7 day intervals 
until the petals have fallen.” 


Directions on the label should be fol- 
lowed in the preparation of the antibiotic 
spray material. 


The control of fire blight and other 
diseases is discussed in University of 
Maryland Extension Bulletin 134, ‘Mary- 
land Spray Calendar for Apples and 
Peaches.” 
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Dr. John Charles Walker 
to receive 2nd Annual 
49er Service Award 


Dr. John Charles Walker, Plant Pa- 
thologist, University of Wisconsin, has 
been chosen to receive the 2nd Annual 
i9er Service Award, M. R. Feeney, Presi- 
dent of the 49ers, has announced. Dr. 
Walker was chosen by a special commit- 
tee which has spent the entire year in- 
vestigating the achievements of men who 
were being considered. Dr. Samuel Cate 
Prescott of the Massachusetts Institute 
of Technology was the recipient of the 
first award in 1954, 

The Award Presentation will take place 
at 5:15 P.M. in the Hubbard Room of 
the Sheraton-Blackstone Hotel in Chi- 
cago, Illinois on Friday, February 18, 
1955 during the National Canners Con- 
vention. Dr. Walker will also be made an 
honorary member of the 49ers at this 
time. After the Award Presentation, a 
reception will be held with Dr. Walker 
as Guest of Honor, Other special guests 
will be officers of Food Associations and 
prominent persons in the Food Industry. 
Attendance at the Presentation and Re- 
ception is confined to 49ers and invited 
guests reports Mr. Feeney. 


Dr. Walker richly deserves this recog- 
nition of his service to the canning in- 
dustry for his outstanding work in the 
field of research, teaching, consultation 
and development of young men in the 
field of plant pathology. 

He was born in Racine, Wisconsin in 
1893 and entered the University of Wis- 
consin in 1910 at which time he came 
under the direction of L. R. Jones, one 
of the outstanding pathologists of his 
day. Dr, Walker graduated in 1914 and 
received his Ph.D. in June 1918 at the 
University where he started only a few 
years before. At this time he accepted 
2 position in the U. S. Dept. of Agricul- 
ture as Scientific Assistant to W. A. 
Orton, a compatriot and co-worker of 
Professor Jones. He returned to the 
University of Wisconsin in 1919 and has 
emained there to this day. He became 
an assistant professor of plant pathology 
n 1919 and a full professor in 1928. 


Dr. Walker and his various associates 
and students have developed disease re- 
istant seeds for many types of com- 
nercial vegetable crops. To name a few 
f his outstanding achievements in this, 
is chosen work, there is the work done 
or cabbage, onions, peas, beans, beets 
nd cucumbers for pickles. He has been 
ivaluable in his assistance to the can- 
ing industry over the nation both in a 
vactical and an advisory capacity. 


His contributions, however, have been 
roader than just that of breeding for 
lisease resistant stocks. He has guided 
ver 50 students to the Ph.D. in plant 
thology, many of whom are in respon- 
ible positions in research and admin- 
stration. His list of research publica- 
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tions number well over 300 titles. Few 
people have contributed as much to our 
storehouse of fundamental biological 
knowledge. It would be impossible to list 
in so short a space the many contribu- 
tions Dr. Walker has made to the grow- 
ers, canners and seedmen of the indus- 
try. In the history of Phytopathology, 
he is unique in his position of scholarly 
attainment as well as his contribution to 
applied agriculture. 


MARCH BETTER LIVING 
FEATURES CANNED FOODS 


“Tastes like Spring’’, a feature in the 
March issue of BETTER LIVING mag- 
azine contains 34 different uses for 
canned foods. Covering every course on 
the menu, including “Salad Teasers”’, 
“Fragrant Chowders”, “Oven Dinners” 
and “Surprise Pies’, the recipes are pre- 
sented with six full-page color photo- 
graphs. 


All six of the “Oven Dinners” use 
canned foods ranging from canned 
chicken and tuna to canned beans and 
potatoes. 


Three BETTER LIVING Speed Recei- 
pes for “Surprise Pies” call for the use 
of canned fruits, including canned peach 
halves, fruit cocktail and crushed pine- 
apple. 


BETTER LIVING is the officially en- 
dorsed magazine of the Super Market 
Institute. 


Clifford S. Bailie was named president 
of the Philadelphia Chapter of the Na 
tional Sugar Brokers Association last 
week. Walter F. Sparks was named Vice- 
President, with William J. McCann, Sec- 
retary-Treasurer. 


CASE PACKERS 
CASE SEALERS 
AUTOMATIC COOKERS 


RUSSELL’‘S 
Model RI 
CASE PACKER 


SEE YOU IN CHICAGO 
Booth 58 


Lakeland 


DIXIE-WAY MACHINE CO. 


“Fine Machinery For The Food Processor’ 
Box 462 3 


Florida 
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Texas Canners in Attention at the 
NCA Convention in Chicago will include 
Mr. John E. Frost of the Delta Canning 
Company at the Hilton; E. C. Christen- 
sen of Christensen Products Company at 
the Sheraton; Lorne S. Hamme and 
Harold Looney of Texsun Citrus Ex- 
change at the Morrison. The following 
will be at the Hamilton Hotel: Harold 
and Olan Akin, Akin Products Company; 
W. L. Akin, Southern Food Products 
Company; Lewis H. Moore, L. H. Mocre 
Canning Company; J. R. St. Clair and 
L. W. Fritz, St. Clair Foods Company; 
T. E. Stinson, Alamo Products Company; 
J. A. Burch, Harlingen Canning Com- 
pany; R. M. Collins, Schmidt Canning 
Company; J. L. Summerall, Los Frenos 
Canning Company; J. A. Bennett, Olmito 
Canning Company; Joe Gavito & J. C. 
Dunn, Quality Products, Inc.; G. O. Me- 
Daniel, G. O. McDaniel Company; and J. 
Overby Smith, Texas Canners Associa- 
tion. 


Harvey W. Norris, formerly vice 
president and production manager of the 
Crystal Canning Company of Frankfort, 
Michigan, has resigned that position to 
become Vice President in Charge of Pro- 
duction, Eau Claire Packing Company, 
Eau Claire, Michigan, Mr. Robert Payne, 
President of the latter Company, has an- 
nounced. Mr. Norris, a graduate of the 
University of Michigan, is well known in 
canning circles in that state. He has 
been an officer of the Michigan Canners 
Association for six years, and President 
for two years. 


The Lancaster Canning Co. of White 
Stone, Va., which has been operating the 
past nine years as a partnership has 
been taken over by Marvin Smith of 
White Stone. The new company will op- 
erate under the name Lancaster Can- 
ning Company, Inc., with plant and office 
located at Lancaster, Virginia. The com- 
pany will be capitalized at $40,000.00. 
The officers will be Marvin A. Smith, 
president, Audrey D. Smith, vice presi- 
dent, and R. A. Smith, secretary. The 
company will cure and can sweet pota- 
toes and will market green tomatoes and 
can ripe tomatoes and peaches. The com- 
pany intends to branch out in other vege- 
tables at a later date. 
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W. S. Macklem has been named execu- 
tive Vice-President of Curtice Brothers 
Company, Rochester, New York, and 
Hugh E. Cumming was made Assistant 
Production Manager, according to an an- 
nouncement by H. T. Cuming, President. 
Mr. Macklem has been associated with 
Curtice since 1920 and has been Vice- 
President in Charge of Production since 
1932. He is a past president of the New 
York State Canners and Freezers Asso- 
ciation. Mr. Cumming, following gradua- 
tion from Yale, three and a half years in 
the Navy and graduation from the Harv- 
ard School of Business Administration, 
joined Curtice Brothers in 1949, in the 
production department. 


Wisconsin Canners Association has 
offered a three year research grant of 
$7,150 to the University of Wisconsin, to 
study precision planting of peas, with a 
new type of planter still in the experi- 
mental stage. Planter enables fertilizer 
to be placed at varying depths and at 
varying distances along side the row. 
Additional research funds are sought to 
carry out experiments on fertilizer 
placement. Immediate project involves 
peas, but experiments will have signifi- 
cance for other vegetable crops. 


Mrs. Marie W. Layer has joined the 
staff of Hines-Park Foods, Inc., Ithaca, 
as home economist in charge of the Dun- 
can Hines Test Kitchen, E. L. Ackley, 
director of quality control and research, 
has announced. After obtaining a B.S. 
degree from the College of Home Eco- 
nomics, Cornell University, in 1951, Mrs. 
Layer was employed as home economist 
by Pennsylvania Power & Light Co., 
Allentown, Pa. In 1952 she joined the 
staff of the Long Island Lighting Co. 
and worked there as home economist for 
the next two years. 


National Preserves Association has en- 
gaged the services of the Certified Pub- 
lic Accountants, Ernst and Ernst, to ad- 
minister a statistical series of monthly 
reports of fruit spread production and 
sales. Recognition of the need for current 
knowledge of industry trends was the 
major factor in bringing about this de- 
cision by the NPA executive committee. 
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Stokely-Van Camp, Inc., earned a net 
income of $1,359,837 on sales of $61,645,- 
375 in the 6 months ending November 27, 
1954. This compares with a net of $1,- 
356,116 on sales of $54,856,737 for corre- 
sponding period a year ago. The profits 
in each period are equivalent to 94 cents 
a share on 1,184,574 shares of common 
stock after preferred dividends. Gross 
sales for the first half of the current fis- 
cal year were the largest in the com- 
pay’s history. They include sales of Pict- 
sweet Foods purchased by Stokely in 
1954, Stokely is now stocking a ware- 
house just completed in Newport, Ten- 
nessee. This will carry the company’s 
complete line of 115 items and will mean 
faster shipping service to customers in 
the Middle South and Southeast. A frozen 
orange juice concentrating plant now un- 
der construction at Haines City, Florida, 
is expected to commence operations in 
February. 


William T. Baker, formerly with the 
sales department of Sunkist Growers, of 
California, has joined Florida Citrus Can- 
ners Cooperative, Lake Wales, Florida, 
as assistant sales manager of frozen 
products, Homer E. Hooks, marketing 
manager, announced Jan, 25. Baker will 
work with George E. Wetmore, Jr., sales 
manager of frozen products. James S. 
Harter, who has assisted both Wetmore 
and Earl Newton, sales manager of 
canned products, will now devote full 
time to canned product sales. 


President Aldin A. Baumer, Vice-Presi- 
dent M. W. Baumer, Sales Manager Don- 
ald Mince of Baumer Foods, Inc., manu- 
facturers of crystal brand preserves and 
vegetables of New Orleans, will be 
located in Suite 2035A, Conrad Hilton, 
during the Chicago Convention. 


A canners bill that would provide 
lower unemployment compensation rates 
based on merit rating has been intro- 
duced into the Indiana State Legislature. 
At the present time, because of the sea- 
sonal nature of canning, employees out of 
season can draw benefits well in excess 
of the canner’s contribution, thereby re- 
quiring payment of the maximum rate of 
3 percent of the payroll. Under the pro- 
posed bill, benefits drawn by seasonal 
Indiana employees could be paid and 
charged only during the season. 
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Harry D. Hamilton, Public Relations 
Director, Douglas-Guardian Warehouse 
Corporation, has been elected a Vice- 
President and Director of the Merchants 
Coffee Company of New Orleans. Mr. 
Hamilton’s father was one of the found- 
ers of the firm in 1901. He will continue 
active on behalf of Douglas-Guardian. 


George B. Greenwood was elected 
Vice-President in charge of industrial 
and community relations, Rebert Gair 
Company, on January 18. Mr. Greenwood 
joined the industrial engineering depart- 
ment of Gair in 1930, became its man- 
ager, and in 1949 was appointed manager 
of the industrial relations department. 


“Canning for Profit” is the title of a 
new two color bulletin just issued by the 
Horix Manufacturing Company of Pitts- 
burgh, Pennsylvania. Featuring the com- 
plete line of Horix Can Fillers for liquid 
and semi-liquid food products, the bul- 
letin features the two-page section of on- 
the-job illustrations supplemented with 
actual production statistics—filler speeds, 
products handled and containers used. 
Also of interest are illustrations of many 
different shapes and sizes of containers 
that can be handled on a Horix. Copies 
of Bulletin No. 156 available by writing 
Horix Manufacturing Company, Corliss 
Station, Pittsburgh 4, Pennsylvania. 


American Can 
Company has 
formed a “new 
products” depart- 
ment with Roscoe 
M. Roberts, form- 
erly general man- 
ager of the com- 
pany’s closing 
machine depart- 
ment, as its gen- 
eral manager. 
“Formation of the 
new department 
is an extension of 
Canco’s basic 
policy of expand- 
ing through crea- 
tion of new markets rather than depend- 
ing upon a greater share of existing 
markets,” William C. Stolk, Canco Presi- 
dent said in making the announcement. 
“A large part of the company’s current 
business,” he said, “results from develop- 
ment by our people of markets for con- 
tainers for such products as beer, milk, 
soft drinks, motor oil and frozen concen- 
trated juices.” Mr. Roberts has been with 
Canco for 33 years, 28 of which were in 


R. M. ROBERTS 


‘sales activities. He is a past president 


of the Canning Machinery and Supplies 
Association. 


Piedmont Label Company will be repre- 
sented at the National Convention by 
J. M. Davidson, W. A. Yowell, Ned Hol- 
man, and J. A. B. Muhley, who will make 
their headquarters at the Harrison Hotel. 


Muirson Label Company will make its 
headquarters at the Bismarck and Black- 
stone Hotels for the National Convention, 
being represented by Whitney J. Wright, 
Vice-President of the California Division: 
J. H. Eilers, Jr., Vice-President of the 
Midwestern Division; Willard S:mpson, 
Sales Manager of the Midwestern Divi- 
sion; and George E. Fichtner, Vice-Presi- 
dent of the Eastern Division. 


Bill Markley, for the past year with 
the Field Department of W. D. Wheatley 
of Clayton, Delaware, has joined the 
Sales Department of the Michael Leonard 
Company, well known seed corn breed- 
ers, according to an announcement 
by Fleyd Zimmerman, Sales Manager. 
Mr. Markley will cover the Tri-State, 
Pennsylvania and New York Territories 
temporarily operating out of Clayton. 


George Congdon has been promoted to 
the position of Assistant Manager of 
Research of the Can Division, Crown 
Cork and Seal Company. Mr. Congdon 
will continue as supervisor of customer 
research and in addition, will assist Earl 
Graham, Manager of Research, in all 
phases of research activity. He first 
joined Crown in 1948 as a field research 
man and was formerly associated with 
the Clicquot Club Company and Hills 
Bros. Company. 


NEARLY 


100% 


ACCURATE 


@ HIGH CAPACITY 
@ RAPID CHANGE- 
OVER 


@ QUICK WASH- 
OUT 

@ MINIMUM 
FLOOR SPACE 

@ MINIMUM COST 


The 1955 model Shaker Grader 
has been improved in design, to 
bring its accuracy to as nearly 
100 per cent as possible in a 
grader. The improvements made 
in it are based upon two years of 
actual operating experience on 
peas, lima beans, sliced beets, 
other vegetables, cherries and 
fruits. It's still a compact unit designed to solve the problems experienced 
made to handle 8,000 to 10,000 Ibs. raw peas 


SHAKER GRADER 
3 TO 6 DECKS 


with reel type graders .. . 
per hour, or comparable capacity on other vegetables, and available in any 


number of decks from three to six . . . with all the features emphasized 


above. 


SEE US AT BOOTH +56 DURING THE 
CANNING INDUSTRY’S FUTURAMA 


PIEDMONT LABEL co. INC. 
LITHOGRAPHER 


BEDFORD 


BERLIN CHAPMAN co. 
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FALL AND WINTER 1954-55—BLUE 
{£AKE GREEN BEANS—10 million calls a 
month on the consumer through adver- 
tising in four leading women’s maga- 
zines, “Ladies Home Journal’, ““Woman’s 
Home Companion”, “McCall’s”, and 
“Good Housekeeping”. Monthly advertis- 
ing-selling messages to leading grocers, 
restaurant and hotel operators, high 
school and college teachers, and food edi- 
tors in “Chain Store Age’, “Food 
Topics”, “Progressive Grocer”, “Super- 
market Merchandising”, “Supermarket 
News”, “Institutions”, “American Res- 
taurant”, “Restaurant Management”, 
“What’s New in Home Economics’— 
leading magazine of cooking teachers 
and food editors. Brochure announcing 
program mailed to all buyers and Blue 
Lake Bean brokers week of October 10. 
Contact Don Dawson Company, 333 S.W. 
Oak St., Portland 4, Ore. 


JANUARY 15-FEBRUARY 28, 1955 
—LOUISIANA YAM SUPPER SEASON featur- 
ing canned ham, peas and yams, pub- 
licity and radio, Television and news- 
paper advertising promoting the three 
products. Point of sale material available 
from the Louisiana Sweet Potato Adver- 
tising and Development Commission, 
Opelousas, Louisiana. 


JANUARY 20-February 12, 1955 — 
Florida Citrus Commission’s ‘Winter 
Health” promotion. Color pages in “This 
Week” and “American Weekly”, Sunday 
supplements and other newspaper adver- 
tising. The “Twenty Questions” TV 
Show and the “Florida Calling” radio 
show will also highlight promotion. Over 
the wire banners, pennants, posters, 
price cards and ad mats available from 
the Florida Citrus Commission, Lakeland, 
Florida. 


JANUARY, FEBRUARY, MARCH— 
CONTINENTAL CAN BUSINESS PAPER ADVER- 
TISING. “Corn and Tailor—Made Packag- 
ing”, Time (January 31), Business Week 
(February 5) and Fortune (February). 
“Tomatoes and Tailor-Made Packaging”, 
Time (February 14), Business Week 
(February 19) and Fortune (March). 
Ads will emphasize the variety of styles 
of both products available to consumers 
the year round. 


FEBRUARY, 1955— AMERICAN CAN 
COMPANY CONSUMER ADVERTISING, full 
color, two page spreads in February 
issue “McCall’s”, “Good Housekeeping”. 
February 14 issue of “Life”. Theme 
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“CANNED FOODS* 


PROMOTION 


“Pennsylvania Dutch Dinner” featuring 
canned corn, green beans, tomato juice, 
sauerkraut, canned chopped beef or 
luncheon meat, condensed beef bouillon, 
canned peaches and apple sauce. 


Continuing canned foods promv- 
tion on an industry level is being 
conducted by the National Canners 
Association through its Consumer 
and Trade Relations Program. This 
means day by day, week by week 
coverage of leading newspapers, 
magazines, radio and television sta- 
tions with basic information about 
canned foods. In addition, NCA co- 
operates with publications on spe- 
cial events listed on this page. 


FEBRUARY 1955—cANNED FOOD FEA- 
TURES IN THREE MAJOR PUBLICATIONS. 
NCA-Day cooperating, “Seventeen” will 
carry the feature “Teen Cooks Love 
Canned Foods”. There’ll be a school tie 
in through the special lesson planning 
booklet “Seventeen at School” reaching 
16,000 home economics teachers. Store 
tie-ins with Stop and Shop, Food Fair 
and possibly one or two other chains. 
“Parents” magazine will cooperate in 
merchandising a February editorial fea- 
ture on the theme, “Canned Foods for 
Better Family Meals.” “Family Circle” 
will carry an editorial “Food Fiesta” 
feature in the February issue. Combined 
circulation—6% million. 


FEBRUARY 15-22, 1955 — NATIONAL 
CHERRY WEEK. Consumer Magazines, 
radio, television, trade paper and point 
of sale material. Month long radio push 
prior to cherry week will emphasize 
restaurant and bakery prepared cherry 
pies. Promotion culminates with the Na- 
tional Cherry Pie Baking Contest on 
February 18. Contact National Red 
Cherry Institute, 35 East Wacker Drive, 
Chicago 1, Illinois. 


FEBRUARY 23-MARCH 1, 1955—wNa- 
TIONAL CANNED SALMON WEEK, publicity 
will emphasize the economical, nutrious 
food value of canned salmon, Sponsored 
by the Conference of Pacific Coast 
Canned Salmon Brokers. Recipe articles 
and store merchandising material avail- 
able from local salmon brokers. 
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FEBRUARY-MARCH, 1955—Uvuspa’s 
PLENTIFUL FOOD LIST, special emphasis on 
canned corn and canned green beans, 
Also listing fresh and processed oranges 
and grapefruit and canned tuna. List 
is given general publicity in newspapers, 
radio and television. 


FEBRUARY 23-APRIL 9, 1955 — 
Macaroni, Tuna and Evaporated Milk 
Lenten promotion. Tuna _ Research 
Foundation, Long Beach, California. 


MARCH 1955—sBuy BY THE CASE PRO- 
MOTION—Fiive thousand voluntary chain 
members of I.G.A. tieing in with “I.G.A. 
Canned Foods Values” will urge house- 
wives to buy canned foods by the case. 


MARCH 17-26, 1955 CANNED CORN 
AND CANNED GREEN BEANS, 50,000 copies 
of U.S.D.A.’s special bulletin will be sent 
to all segments of the food trade urging 
special promotion of these two items. 
Bulletin will stress quantity sales, using 
the pitch “Cheaper— Buy the Case”. 
Special displays and other merchandis- 
ing techniques to encourage quantity 
purchases will be suggested. Section of 
the bulletin will be devoted to the food 
service industry — restaurants, hotels, 
dining cars, airlines, industrial feeding 
establishments, etc. A.I.C. with the sup- 
port of C.M.I. will publicize Nationa: 
Canned Corn Week—March 21-26. Point- 
of-sale materials, etc. 


MARCH, 1955—“‘BETTER LIVING” EDI- 
TORIAL FEATURE. Article contains 34 dif- 
ferent uses for canned foods, includes 
recipes for salads, chowders, oven din- 
ners, and “Surprise Pies” presented with 
6 full page color photographs. All oven 
dinner recipes use canned foods ranging 
from canned chicken and tuna to canned 
beans and potatoes. Pies call for canned 
fruits including canned peach halves, 
fruit cocktail and crushed pineapple. 
“Better Living” is the officially endorsed 
magazine of the Super Market Institute. 


MAY 19-28, 1955— National Pickle 
Week, NPPA, Oak Park, III. 


JUNE 15, JULY 31, 1955—Macaroni 
and canned meat for easy summer 
serving. 


JUNE 1-JULY 31, 1955—Kraut salad 
season, NKPA, Oak Park, Illinois. 


AUGUST, 1955—Pickles, perfect sand- 
wich month, Profit Partners, NPPA, Oak 
Park, Illinois. 


AUGUST 1955—NATIONAL SANDWICH 
MONTH — Posters, shelf talkers, window 
streamers, counter cards, ads, cuts, radio 
and TV copy and a complete merchandis- 
ing kit featuring complete sandwich 
meals are available. Wheat-Flour Insti- 
tute is serving as coordinating agency. 
A special full color poster featuring jelly 
and jam sandwiches will be provided by 
the National Preservers Association. 


OCTOBER, 1955—Autumn Yambillee. 


OCTOBER 15-NOVEMBER 30, 1955— 
Kraut Pork ’N ’Apple Dinner Season, 
NKPA, Oak Park, IIl. 
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The Canned Foods Demand and 
Supply Situation January 1 


The tables on this page taken from 
NCA and Bureau of Census Reports, are 
so arranged that they tell their own 
story—that is, so far as possible. To put 
it mildly, it is just a bit frustrating to 
anyone trying to show a picture of this 
kind, only to find that the statistics for 
such and such a product were not col- 
lected on a comparative date one year or 
the other, and that the collection of dis- 
tributor stocks varies from the dates on 
which canner stocks were collected. This 
is by no means in criticism of the agen- 
cies doing the work. They know- the 
value of year to year uniformity. The 
canners themselves it seems, do not. At 
any rate, the statistics are not available 
to show a comparative demand and sup- 
ply situation for fruits, tomatoes, and to- 
mato products, and several other minor 
items as of this date. Possibly it’s just 
as well this year when everyone knows 
they are short. Another year when it’s 
generally known they are long, the buyer 
is inelined to elongate them. 


But back to our figures. Because many 
products are treated separately herein, 
it’s a bit difficult to get a picture of the 
total situation. The total supply of 14 
vegetables in distributors hands on Jan- 
uary 1 of 24,028,000 cases is just 
slightly more than the 23,628,000 cases 
held January 1, 1954, but considerably 
yelow the 27,226,000 cases held January 
1, 1953. Distributors held 12,811,000 
‘ases of 11 fruits on January 1, compared 
with 12,286,000 on January 1, 1954 and 
‘3,424,000 on January 1, 1953. Stocks of 
he five juices were also considerably be- 
ow the January 1 level the last two 
years —this year 6,134,000 cases, last 
‘ear 6,751,000 cases, January 1, 1953, 
',142,000 cases. 


As might have been expected, the 
ables below will show that canners are 
teavy on beans, corn, apple sauce and 
range juice and short on peas, beets, 
ind carrots. They’ll show too, that can- 
‘ers have shipped about a million cases 
more of corn than last year, but about 
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2% million less than year before last. 
They’ll also show that only about a third 
of that extra million cases (compared 
with last year) have been shipped out to 


_the consumer (assuming the independ- 


ent retailer stocks are about the same). 
They’ll show that even though bean can- 
ners shipped out 300,000 cases more than 
last year to the wholesaler, the whole- 
saler himself has shipped out about a 
million cases more than that 300,000. 


There are many more interesting and 
helpful comparisons that can be made— 
where the figures are available. 


THE ©ANNED FOODS DEMAND AND 
SUPPLY SITUATION JANUARY 1 


(Thousands of Actual Cases) 


GreeN & BEANS 1952-53 1953-54 1954-55 


Carryover Stocks July 1 : 


Canners 2,453 332 2,269 

Distributors . 3,588" 1,663 2,55¢ 

6,041 1,995 4,822 
Pack ...... 17,210 23,897 28,773 
23,251 25,892 33,595 
January 1 Stocks 7 

7.401 9,525 16,042 

Total 10,466 12,929 19,457 
Shipments July 1 to January 1 

12,261 14,703 15,000 

.12,784 12,962 14,138 
Canner Ship. 1/1 to 7/1...... 7,069 7,256 ? 


Basis 


CoRN 1952-53 1953-54 1954-55 


Carryover August 1* 


Canners 428 2,317 5,145 

Distributors 4,485¢ 4,293 4,082 

4913 6,610 9,227 
Pack 38,212 36,245 36,761 
43,125 42,855 45,988 
January 1 Stocks 

20,299 23,702 26,086 

5,244 4,446 4,702 

Total 25,543 28,148 30,788 
Shipments August 1 to January 1* 

Canners 14,860 15,820 

Distributors 16,371 16,717 


ments July 1 to January 1. All three years. 
(1 month more than Canners.) 
basis 
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PEAS 


1952-53 1953-54 1954-55 


Carryover June 1 
Canners 
Distributors 
Total 

Pack 

Total Supply .... 

January 1 Stocks 


Canners 
1,843 
Total 19,701 


Shipments June 1 to January 1 
19,329 
Distributors Na. 

Canner Ship. 1/1 to 6/1........ 11,438 


TOMATOES 


Cc arryover July 


1,727 
4,558* 
Total 6,285 
Pack 25,176 
31,461 
January 1 Stocks 
1,665 
n.a. 
Shipments July 1 to January 1 
Distributors 


Canner Ship. 1/1 to 7 
Basis 


TomMAtTo Catsur & CHILI SAUCE 


1952-53 


3,420 
3,943 
7,363 
31,366 
38,729 


17,051 
3,988 
21,039 


17,735 
17,690 
12,808 


1952-53 1953-54 1954-55 


4,959 
3,238 
8,197 
20,841 
29,038 


3,467 
na. 


n.a. 
na. 
na. 


1953-54 


4,243 
3,610 


13,891 
3,805 
17,696 


17,597 
17,402 


4,214 
2,810 
7,024 
20,964 
27,988 


10,046 
3,611 
13,657 


15,133 
14,332 


1954-55 


Carryover J uly 1 


7,323 
Distributors .. 1,705 
9,028 
Pack . 21,679 22 
January 1 Stocks 
Canners _........ n.a. 14,469 
Distributors 1,944 2,104 
Total 16,573 
Shipments July 1 to January 1 
na na. 15,011 
= n.a. 14,448 
Canner Skip. 1/1 to 7/1........ na. n.a. ? 
*Old Basis 
BEETS 1952-53 1953-54 1954-55° 
Carryover Stocks July 1 
1,447 
Distributors 1,128 
Total 2,575 
Pack (to December 31)........ 6,981 8,642 35 
Total Supply (to Dee. 31)....10,301 11,217 10,690 
January 1 Stocks 
5.764 5,059 
Distributors 1,165 
6,957 6,224 
Shipments July 1 to January 1 
Canners 4,096 4,326 4,503 
Distributors ......... . 4,298 4,261 4,466 
Canner Ship. 1/1 to 7/ 3,537 4,054 


*Old Basis 


S 
SS 
S 
7,853 

27,245 
27,2 
35,098 

- 
%. 
a 
pe 
Canners Ship. 1/1 to 8/1......17,982 18,557 ? os ae 
*Distributors Starting Stocks as of July 1. Ship- Pee: 
75 
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CARROTS 1952-58 1953-54 1954-55 
Carryover July 1 
216 523 1,010 
Distributors 489 450 411 
Total 705 978 1,421 
Pack (to January 1) ............ 2,472 2480 1,878 


Total Supply (to Jan. 1).... 3.177 3,458 = 3,299 


January 1 Stocks 


1,383 1,891 1,787 
Distributors 490 442 422 
Total .. 1,873 2,333 2,209 
Shipments July 1 to January 1 
1,305 1,117 1,102 
Distributors 1,804 1,125 1,091 
Canner Ship. 1/1 to 7/1........ 988 1,080 


APPLES** 1952-53 1953-54 1954-55 


Carryover Stocks August 


1,280 178 147 
n.a. n.a. 38? 
Total a n.a. 530 
Pack (to January 1).......... 2,465 2,720 3,958 


Total Supply (to Jan. 1).... 4,488 


January 1 Stocks 


1,657 1,323 2,614 
613 500 443 


Shipments August 1 to January 1* 
Cannes on 1,576 1,492 
Canner Ship. 1/1 to 8/1........ 1,574 =1,397 
**Canner Stocks Basis 10’s—Distributor Stocks 
actual cases. 
“Distributor Stocks July 1—Shipments July 1 to 
January 1 (1 month more than Canners). 


APPLESAUCE 1952-53 1953-54 1954-55 
Carryover Stocks August 1* 
Canners . 1,306 179 541 
Distributors 9767 874 1,128 
Total 2,282 1,053 1,669 
Pack (to January 1).............. 8.315 10,076 13,179 
Total Supply (to Jan. 1)....10,597 11,129 14,848 


January 1 Stocks 


4,803 4,877 8,319 
Distributors . 1,440 =1,348 
6,029 6,317 9,667 


Shipments August 1 to January 1* 
4,818 5,378 5,401 
Distributors 5,189 5,653 
Canner Ship. 1/1 to 8/1......... 5,224 5,465 ? 
*Distributors Stocks July 1, Shipments July 1 
to January 1, all three years (1 month more 
than Canners). 
+Old Basis 


RSP CHERRIES 


1952-58 1958-54 1954-55 


213 113 167 
183* 332 390 


696 445 557 
Pack 3,892 3,849 3,086 
4,588 4,294 3,643 
Stocks January 1 

Canners 1,254 1,547 1,438 

Distributors . 786 649 579 

2,040 2,196 2,017 
Shipments July 1 to January 1 

Canners 2,851 2,415 1,815 

Distributors . 2,548 2,098 1,626 
Canner Ship. 1/1 to 7/1........ 2,738 2,248 , 

*Old Basis 
ToMATO JUICE 1952-53 1958-54 1954-55 


Carryover July 1 pies 
5,305 6,233 10,113 
Distributors 2,468 2,449 


Total 8,701 12,562 
Total Supply 41,484 35,989 
Stocks January 1 

Distribvt 2,990 2,721 

a. n.a. 21,454 
Shipments July 1 to January 1 

n.a. n.a. 14,807 

Canner Ship. 1/1 to 7/1........ n.a. na. ? 


76 


GRAPEFRUIT JUICE® 
Carryover October 1 


1952-53 1953-54 1954-55 


Distributors (Nov. 915 718 890 
1,545 1,076 3,435 
Pack (to January 1)............. 2,092 3,192 1,725 
Total Supply to Jan. 1 ...... 3,635 4,268 5,160 
January 1 Stocks 
Total . 1,556 1,951 2,476 
Shipments October 1 to January 1 
1,913 2,382 2,704 
2,079 2,317 2,684 


*Florida only. Canner figures basis 2's. Dis- 
tributor actual cases. 


ORANGE JUICE* 1952-53 1953-54 1954-55 
Carryover October 1 
571 208 1,080 
Distributors (Nov. 1)...... 1,161 1,000 1,061 
Total 1,732 1,208 2,141 
Pack (to January 1)............0 9,494 8,161 10,071 


Total Supply to January 1....11,226 9,369 12 212 


January 1 Stocks 


Canners 6,388 4,442 7,623 

1,121 1,230 =1,093 

Total .. 7,509 5,672 8,721 
Shipments October 1 to January 1 

3,677 3,928 3,522 

3,717 3.698 3,420 


*Florida only. Canner figures basis 2's. Dis- 
tributor actual cases. 


COMBINATION JUICE® 


Carryover October 1 
447 88 563 
Distributors (Nov. 1)........ 508 385 451 
.. wwe 473 1,011 
Pack (to January 1)..... wns. Se 2.297 1,638 


Total Supply to Jan. 1 2,770 =. 2,652 


January 1 Stocks 


Canners 601 963 1,024 
441 456 A433 
sub 1,042 1,419 1,457 


Shipments Octobe: 1 to January 1 , 
Distributors 1,352 1,195 


“Florida only. Canner figures basis 2's, Dis- 
tributor actual cases. 


WHOLESALER’S STOCKS (JAN. 1) 
NOT SHOWN ABOVE 


(Including Warehouses of Retail Chainy) 


COMMODITY 1/1/58 1/1/54 1/1/55 
733 687 R05 
Beans, lima ....... 860 724 695 
Pumpkin & Squash. ~~ 570 168 
759 760 738 
Spinach 797 626 639 
FRUITS 

868 792 769 
1,264 1,314 1,368 
Peaches 4,431 3,430 3,956 
Pears 1,098 1,146 1,111 
1,903 1,819 2,022 
Pineapple Juice . -- 1,494 1,292 977 
Cherries, Sweet ...... 370 307 
Grapefruit Sexments . = 369 388 458 
Plums and 526 438 450 


NEW YORK MARKET 


Pick Up In Demand For Tri-State Tomatoes 
And Corn—Little More Interest In Beans 
As Prices Are Revised Downward—Stronger 
Undertone In Peas—Pineapple Juice Price 
Cut — Grapefruit Segments Soften — RSP 
Cherries Unsettled — Sardines Not Moving 
At Higher Price — Lenten Sales Drive On 
Salmon Continues—Moderate Movement 
of Tuna. 


By “New York Stater” 


New York, N. Y., Feb. 4, 1955 


THE SITUATION—Softness in -prices 
for grapefruit segments, pineapple juice, 
and green beans were a feature of the 
week, with lower prices ruling on all 
three products. Elsewhere, the market 
was fairly steady, but hand-to-mouth 
trading continued the order of the day on 
most products, 


THE OUTLOOK—AIll hands are now 
marking time for the Chicago conven- 
tions, with some expectation of a pick- 
up in spot canned foods trading during 
and immediately following the jobber- 
broker-canner sessions. Latest Census 
Bureau report showed over-all distributor 
canned food holdings as of January 1 
this year of 43,000,000 actual cases, an 
increase of 308,000 cases over distributor 
stocks a year earlier. In the vegetable 
group, January 1 wholesaler and chain 
inventories this year were lower in the 
case of pumpkin and squash, spinach, 
peas, carrots, kraut, lima beans and 
beets. Larger holdings of tomato prod- 
ucts were reported. 


TOMATOES—A little pick-up in de- 
mand for tomatoes for prempt shipment 
from Tri-State canners is reported, with 
the market generally holding at 95 cents 
for 1s, $1.25-$1.30 for 303s, $2.10-$2.15 
for 2%s and $7.25-$7.50 for 10s. Extra 
standard 303s command $1.40 upwards, 
with 2\%s at $2.25 and 10s firm at $8.00. 
Buyers are looking the tomato juice situ- 
ation over, but the demand has not shown 
much improvement. Canners quote fancy 
2s at $1.20, with 46-ounce at $2.40, all 
f.o.b. canneries. 


CORN—Better buying of corn is re- 
ported in the East,.and canners in the 
Tri-States are cutting into carryove) 
holdings substantially. For prompt ship- 
ment, golden is quoted at $1.00 for stand- 
ard crushed 303s, with extra standard 
at $1.10 and fancy at $1.25. Standard 
white crushed is also quoted at $1, with 
fancy bringing $1.25 and fancy whole. 
grain shoepeg listing at $1.40 and up at 
canneries. 


BEANS—Canners have adjusted greer 
bean prices downward, and a little mor 
interest is developing in consequence 
Standard cut green bean 303s are being 
offered at 95 cents, with extra standard: 
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‘WEEKLY BUSINESS JOURNAL OF THE CANNING & ALLIED INDUSTRIES 


ALMANAC 


The Biggest and Best Yet... 


A vertitable gold mine of Canning Industry information, includ- 
ing Food Laws and Regulations, Labeling Requirements, PMA 
Grades for determining quality, Pack Statistics, Crop Statistics, 
Buyer's Guide, and much other needed information, compiled 
under one cover, ever ready for instant reference. The most 
comphrensive encyclopedia of canning industry information av- 
ailable anywhere. Published once a year as a supplement to 
“The Canning Trade”. 


TCT's Information Service includes 52 issues of “The Canning 
Trade” (published weekly) and one copy of the “Canning Trade 
Almanac” at the annual rate of $4.00 U.S.A. 


Extra copies $2.00 each, while the supply lasts. 


THE CANNING TRADE 
Keeping the Canning Industry Informed Since 1878 
20 S. GAY STREET BALTIMORE 2, MARYLAND 
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at $1.10 and fancy at $1.40. On wax 
beans, extra standard round cut 303s are 
offering at $1.30, with fancy at $1.45, at 
canneries. 


PEAS—A stronger undertone is de- 
veloping in peas, particularly in stand- 
ard sweet 303s, which are virtually 
cleared from canners’ hands in the East. 
Extra standard pod run_ sweets are 
quoted firm at $1.30 for 303s, with fancy 
at $1.50. On Alaskas, standard pod run 
303s are being held at $1.15, with extra 
standards at $1.25 and fancy 2-sieves at 
$1.80. 


PINEAPPLE JUICE OFF—Moving to 
make possible lower shelf prices and a 
consequent better movement into con- 
sumption, a major packer during the 
week cut canned pineapple juice prices 
across the board. On 2s, the market was 
down 10 cents at $1 per dozen, with 46- 
ounce 25 cents lower at $2.12% and 10s 
cut 60 cents per dozen to $4.40, all f.o.b. 
dock, Honolulu. Pineapple juice sales 
have siumped badly since the reductions 
in canned citrus prices, it is reported in 
trade circles. 


CITRUS SEGMENTS—Canned grape- 
fruit segments finally yielded to the soft 
undertone which has prevailed recently 
in other citrus, and Florida canners 
this week were quoting fancy sections 
in heavy syrup 10 cents lower at $1.3714, 
with light syrup pack down a correspond- 
ing amount to $1.25, f.o.b. canneries. 
There were no further price changes re- 
ported on orange, grapefruit, or blended 
juices, with demand on the routine side. 


WEST COAST FRUITS—With the ex- 
ception of pears, fruit cocktail, and apri- 
cots, West Coast canners are pretty 
much sold out on 1954 pack fruits. Ac- 
tivity during the current week has cen- 
tered mainly in shipping instructions 
covering goods already under contract. 


RSP CHERRIES — Movement of red 
sour pitted cherries into distributing 
channels has not come up to canner ex- 
pectations, it is reported, and the mar- 
ket is still somewhat unsettled. For 
prompt shipment, canners are reported 
confirming business as low as $2.15 on 
308s and $13 for 10s, f.o.b. canneries. 


SARDINES—While canners continue 
to quote the market at $7.00 per case for 
quarter keyless oils, f.o.b. Maine can- 
neries, it is reported that some sellers 
are receptive to bids around the $6.90 
level. Demand has been rather slow, 
however, since the 50 cents per case ad- 
vance earlier in the month. 


SALMON — Northwest salmon inter- 
ests continue to press their Lenten sales 
drive, and are hopeful of a sustained up- 
turn in consumption. Meanwhile, primary 
markets are in steady to strong position, 
with extremely limited stocks of the 
more wanted grades and_ sizes, and 
prices holding unaltered at the previous 
week’s levels. 
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TUNA—A moderate movement is re- 
ported in tuna, with distributors report- 
ing a fair consuming demand and hope- 
ful of an upsurge in sales during Lent, 
when it is expected that the more favor- 
able shelf price in relation to competing 
sizes of canned salmon will make for 
more sales for the former. In the import 
segment of the market, interest centers 
in a new ocean freight rate rise covering 
imports of tuna from Peru, which will 
place the domestic product in a more fav- 
orable competitive position with Peruvian 
packs. 


CHICAGO MARKET 


No Life To The Market—Shot In The Arm 
For Kraut—Search On For Standard Peas— 
Beets And Carrots Firmly Held — Heavy 
Stocks And Weak Sellers Keeps Corn Sloppy 
—No Weak Tomato Sellers—Evidence Citrus 
Has Reached Bottom—Pineapple Juice Drops 
—Fruits Routine With Supplies Scarce. 


By “Midwest” 


Chicago, Ill., Feb. 4, 1955 


THE SITUATION—tThere was little to 
cause any excitement in the Chicago area 
last week and hasn’t been ever since the 
first of the year. Fill in buying is appar- 
ent right along but there just isn’t any 
life to the overall picture. Pricewise 
there have been few changes during the 
week with the exception of a price reduc- 


GROUP SELLING UNDER A 
COMMON LABEL 
(Continued from Page 58) 


sales rewards to its members than an 
individual canner can achieve alone. The 
most this short article can do is to stimu- 
late the thinking of those who believe 
canned foods should be more aggressively 
merchandised. If some questions have 
been raised and you have found some an- 
swers our purpose has been accomplished. 


NO OTHER WAY 


The path of the pioneer in one-label 
promotion is filled with headaches, heart- 
aches and discouragements. We have 
been too busy doing the impossible to 
fully enjoy these miseries. Nor has a 
small beginning and slow progress milked 
us of our determination to keep going. 
And when distributors more fully under- 
stand that many products from many 
canners can be kept uniformly good un- 
der one label we believe the way will be 
easier for ourselves and for others like 
us. As tough as the job has been, we and 
our associated canners will keep on pro- 
moting our label. We wouldn’t have it 
any other way. We can only hope that 
our determination will furnish inspira- 
tion an encouragement to other adventur- 
ers in canned food marketing, 
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tion on Hawaiian pineapple juice whic) 
became effective immediately indicatiny 
the industry is apparently somewhat 
anxious to step up the movement of juice. 

Short term commitments are the order 
of the day where Chicago buyers ave 
cencerned and there isn’t anything on the 
horizon to indicate anything different be- 
tween now and the coming Convention. 
Just what will develop when the nation’s 
canners, brokers and many of its buyers 
get together this month is anyone’s guess 
at the moment but it looks now like it 
will take something real interesting to 
move any canned foods in volume. Chi- 
cago distributors seem to be more inter- 
ested in making arrangements with de- 
pendable canners as a source of supply 
from one season to the next as the trend 
of doing business has leaned in that di- 
rection now for some time. Of course, a 
bargain will interest anyone but then 
that isn’t news. 


KRAUT—National Kraut and Frank- 
furter Week is upon us and the kraut and 
meat industries are doing a bang up job 
of letting the housewife know all about 
it by every available medium. Distribu- 
tors for the most part are tying in with 
the program at the retail level and such 
actions are expected to give sales a shot 
in the arm. This market has settled down 
and prices are now stable at $4.40 for 
tens, $1.25 for 2%s and $.92% for 3038s. 
Unsold stocks are down from last year 
and any sustained buying could push 
these prices higher. 


PEAS—Locating standard peas in No. 
10 tins has become a major problem as 
Wisconsin canners have little or nothing 
to offer and won’t have until new peas 
are ready. Standards in 303s are also 
very tight and prices are firm. Standard 
4 Alaskas are bringing $6.75 for tens and 
$1.20 for 303s while threes are selling at 
$7.00 to $7.25 and $1.25. Certain can 
and sieve sizes in the better grades are 
also very much on the skimpy side and 
buyers are going to find some pea items 
impossible to locate before long. 


BEETS AND CARROTS—Local can- 
ners are having no difficulty with these 
items which is a welcome change from 
last year. Chicago buyers are finding 
fewer canners with goods to sell and 
prices are generally strong. Fancy sliced 
beets are listed at $6.00 for tens and 
$1.20 for 303s while salad sliced are held 
at $4.50 and $1.00. Fancy diced carrois 
are offered at $5.25 and $1.10 while 
sliced are at $7.00 and $1.25. Supplies of 
both beets and carrots are anything but 
burdensome and should clean up very 
nicely before the new pack. 


CORN—There has been no improve- 
ment as yet in the corn market as heavy 
stocks and weak sellers have kept the 
price structure on the sloppy side. Fancy 
grade can be bought readily at $7.50 for 
whole kernel and $7.75 for cream sty'e 
although a few canners have pushed 
printed lists up to $8.00 on the forme’. 
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MARKET NEWS 


Shelf sizes are at $1.20 for fancy grade 
n 803s while standard cream style is 
till available at $1.00. The movement is 
vood but not good enough in view of the 
urplus. 


TOMATOES — While some standard 
omatoes in 303 tins can still be found at 
$1.35, a goodly portion of unsold stocks 
here in the Midwest are now held at $1.40 
and it appears the market will soon be 
at that level. The trade here are now 
paying $8.75 for extra standard tens 
without quibbling as standards are a 
thing of the past. Extra standard 303s 
are at a bottom of $1.50 with 2s at $1.60 
where they can be found. There are no 
weak sellers where tomatoes are con- 
cerned. 


BEANS—Excepting Blue Lake beans, 
the green bean market continues in the 
doldrums as offerings are on the heavy 
side from all bean producing areas. 
Prices vary from one seller to the next 
but generally fancy three sieve beans are 
listed $1.45 for 303s and $7.75 for tens. 
Standard cuts are selling at $.95 to $1.00 
for 303s and $5.75 to $6.00 for tens with 
extra standards somewhere in between. 
Wax beans are in much better shape and 
are generally bringing more money. 


CITRUS — There are indications the 
market on orange juice has reached the 
bottom as prices on raw fruit seems to 
be firming up and sales are also show- 
ing improvement. Prices on the finished 
product has orange at $2.20 for the 46 
oz. size, $1.97% for blended and $1.85 for 
grapefruit juice, all unsweetened. 


PINEAPPLE — The industry just an- 
nounced a downward price change on 
pineapple juice to be effective immedi- 
ately and private label buyers can now 
purchase juice on the basis of $.65 for 
211s, $.87% for 2s, $1.871% for 46 oz. and 
$4.10 for tens. Prices on nationally ad- 
vertised brands are somewhat higher— 
$1.00; 2.12% and 4.40 for 2s, 46 oz. and 
10s respectively. The rumored West 
Coast strike has not materialized but 
slowdowns have’ disrupted shipping 
schedules to West Coast port to a con- 
siderable extent. 


CALIFORNIA FRUITS — There is 
nothing very newsy to report on Cali- 
fornia fruits as interest is only routine 
and there has been little or nothing in 
the way of price changes. Cling peaches 
are still tightly held and offerings are at 
2 minimum and cocktail could be classi- 
fied the same. The surplus of apricots is 
ilso small and current spot lists do not 
carry the popular items. A good part of 
today’s business consists of shipments 
against previous commitments. 


NORTHWEST FRUITS—A very simi- 
lar situation exists insofar as fruits from 
this area are concerned as most stocks 
ippear to be in good position. Ship- 
nents and sales are mostly routine and 
vices continue unchanged. 
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CALIFORNIA MARKET 


Steady Volume Of Spot Business—Dry Beans 
Gaining Strength — Concessions In Blue 
Lakes—Tomato Juice Moving Freely—Dis- 
counts In Apple Sauce — Elbertas Moving 
Cut—Cocktail Also—Simplified Olive Sizes 
Paying Off—Tuna Canners Slowing Down 
Operations—Salmon Scarce. 


By “Berkeley” 
Berkeley, Calif., Feb. 4, 1955 


THE SITUATION—A steady volume 
of business continues to be done on spot 
California fruits and vegetables, with 
shipments quite heavy. Prices are largely 
without change but here and there sales 
of green beans, applesauce and freestone 
peaches are reported at less than pub- 
lished lists. The market in general is 
much stronger than a year ago, with 
prices definitely on higher levels. Can- 
ners will soon be bringing out reports on 
their year’s operations and these promise 
to be quite satisfactory. Some report by 
calendar year, but others arrange their 
fiscal year in keeping with individual 
operations. 


DRY BEANS—The California dry 
bean market continues to grow in 
strength with the cold weather prevail- 
ing in so many parts of the country a 
contributing factor. Unsold grower 
stocks are largely under the Government 
support program or are reduced to com- 
paratively low levels. Central California 
Blackeye beans have firmed in price and 
sales are now largely at $10.60 per 100 
pounds. Large Limas are also selling at 
this price, with Baby Limas firm at $6.00. 
Small Whites, which are definitely in 
light supply, have moved upward in price 
again and sales during the week have 
been largely at $11.25-$11.40. Canners 
have been buying in rather small quanti- 
ties at a time, but are now coming onto 
the market more frequently. 


BLUE LAKES — Efforts are being 
made to secure a better movement of 
Blue Lake green beans and list prices 
are being shaded to step up the move- 
ment of some items in the list. One Cali- 
fornia operator recently made the offer 
that on all shipments of two items in the 
list between the middle of January and 
the end of February ten cases would be 
given free with every 100. This applies 
to new orders, as well as _ unshipped 
orders on the books. The items are No. 
303 5-sieve 1%-in cut and No. 303 
6-sieve 144-in cut. In general any reduc- 
tions from list prices are on a limited 
number of items. A year ago green 
beans were at a premium, with stocks 
very difficult to locate. 


TOMATO JUICE —Tomato juice is 
moving off freely and some California 
canners estimate that stocks on hand 
will be just about large enough to meet 
the normal demand until new stocks are 
available in the fall. This is in decided 


contrast to the situation prevailing a 
year ago. Sales have been made of late 
at $1.15 for No. 2, $2.50 for 46-0z., and 
$4.75 for No. 10, with these not neces- 
sarily the highest prices. 


APPLESAUCE — Applesauce is an 
item in the California fruit list that is 
lower in price than a year ago and which 
is selling below the initial opening lists 
last fall. Recent sales are reported at 
$1.35 for choice No. 303 and at $1.55 for 
fancy in the same size. An advertising 
discount is given in some instances with 
sales at these prices. 


ELBERTAS—Good progress is being 
reported in stepping up the movement of 
Elberta peaches, which were a large 
pack last year, and operators now ex- 
press the opinion that a fairly close 
cleanup can be made before next fall. 
Halves and sliced are being offered quite 
generally at the same price with late 
sales reported at $2.20 for No. 303, $3.35 
for No. 2% and $12.00 for No. 10. 


COCKTAIL — The movement of fruit 
cocktail has been stepped up a bit of late 
and here, too, is an item on which the 
trade seems to agree that a close cleanup 
can be made. The pack was a bit larger 
than some had expected but sales have 
also been above expectations, with ship- 
ping quite in keeping. 

OLIVES—California ripe olives have 
been coming in for increased attention of 
late, with much promotional work under 
way by the industry. Both canners and 
the distributing trade are closely watch- 
ing the progress toward simplification in 
fruit sizes in both whole ripe and pitted 
olives, a program launched a season or 
two ago by a prominent canner. Blended 
sizes in both these items in olives has 
been proved practical, cutting down on 
the number of sizes carried by the re- 
tailer and simplifying buying on the nart 
of the public. Pitted ripe olives are gain- 
ing in favor and the pack of this item is 
expected to be in the neighborhood of a 
half a million cases this year. 

TUNA — California tuna canners are 
declining to take large quantities of fish 
until surplus stocks are reduced. Prices 
are being better maintained than in re- 
cent weeks. As usual, there is quite a 
variance in price between advertised 
brands and private labels. Late sales 
have been reported on this basis: Fancy 
white meat, 7 0z., $13.50 a case; fancy 
light meat, $11.50; standard light meat, 
$11.00; grated light meat, 6 oz., $8.25. 

Mackerel and sardines are being held 
a bit firmer, with halves Oval sardines 
in tomato or mustard sauce moving at 
$7.50 and No. 1 tall natural at $5.75. Pa- 
cific mackerel is moving at $7.00 for No. 
1 tall, with jack mackerel at $6.50. 

Salmon exporters recently purchased 
several lots of chum salmon for shipment 
to the Philippine Islands at $16.00 a case, 
but have been unable to fill repeat orders 
at this price. Little salmon of any kind 
seems available, other than Puget Sound 
sockeyes. 
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cannery unless otherwise 
specified.) 
ASPARAGUS 
Calif., Fey. All Gr. No. 2 
Nominal 


BEANS, SiuincLess, GREEN 
MARYLAND 


Foy., Fri Style: 8 -95-1.00 
No. 303 1.45-1.60 
No. 10 8.00-8.25 

Ex. Std., Cut Gr., & .....00 -90-.95 
No. 303 1.10-1.25 
No. 10 7.25-7.50 

Std., Cut, Gr., No. 303.......... .95-1.05 
No. 2% 1.70 
6 :25-6 :50 

New York 

Wh., Fey., 2 sv., No. 308....2.50-2.75 
3 sv. 2.25 

Cut, Fey., 3 sv., No. 308....1.50-1.55 
8.25 

Fey., 4 sv., cut, No. 308.......... 1.47% 
No. 10 7.75 

Ex. Std., Cut, No. 308..........1.25-1.30 
No. 10 6.50-7.00 

NG; SOB 1.15 

Fey., 4 sv., cut, wax, 

1.55-1.60 

WISCONSIN 


Wh., Fey., 2 sv., No. 305....2.50-2.55 


No. 10 
4 sv., 
No. 10 = 
No. 10 6.00-6.25 
Ex. Std., 5 sv., No. 
No. 10 5.75-6.00 
Std. Cut, No. .9521.05 
No. 10 5.00-5.75 
Wax, Cut, Fey., 3 Sv. 1.55 
4 sv. 1.45-1.50 
5 sv. 1.25-1.30 
N.W. Blue Lake 
Fey., 3 sv., cut, No. 303.......... 1.97% 
No. 10 10.75 
Texas, Std. Cut, No. 303.............. 1.00 
No. 10 5.50 


BEANS, LIMA 
MIDWEST 
Fey. Tiny Gr., N 
Sm. Gr., No. 393 


No. 10 
Fey. Gr. & Wh., No. 303.........0008 1.60 
No. 10 9.50 
BEETS 
Md., Fey. cut, Diced 303s....1.00-1.05 
Fey., Sliced No. 1.15-1.20 
Wisconsis 
1.17%-1.20 
5.75-6.00 
4.25-4.75 
3.50-3.75 
N. Y. Fey., Cut & Diced 3038s..1.05-1.10 
Sliced 3038s 1.25 
Texas, Fey., Sl., No. 308...........00 1.05 
No. 10 5.25 
CARROTS 
Wis., Fancy, Diced, 
10 
No. 10 .75-5.25 
Md., Fey., Diced, No. 1. 00 
No. 10 5.50 
CORN— 


MARYLAN » 
W.K. Gold., Fey., No. 8 02... .90-.95 


1.30-1.45 
No. 10 8.00 
Ex. Std., No. 303 . .-1,10-1.20 
No. 10 6.50 
Shoe Peg, Fey., No. 303......1.60-1.65 
No. 10 8.00-8.50 
C.S. Fey., No. 308......1.25-1.30 
No. 8.00-8.25 
Ex. B08 1.10-1.15 
No. 10 7.00 
Std., No. 0001.05 
No. 10 6.50 


———CANNED FOOD 


(Spot prices per dozen F.O.B. 


MIDWEST 
W.K. Gold., Fey., 
1.1214-1.20 
12 oz. vac 1.221%, 
No. 10 7.00-8.00 
No. 10 5.75-6.50 
Std., No. 303 1.00 
C.S. Gold., Fey., No. 398......1.15-1.25 
No. 10 7.50-8.25 
No. 10 7.00-7.75 
No. 10 6.50 
Co. Gent. W.K., Fey., 8 02......... -90 
No. 303 1.3214 
No. 10 7.75 
C.S. Fey., 8 oz 
1.40-1.4214 
No. 10 8.50-8.75 
PEAS 
MARYLAND ALASKAS 
No. 303, Ex. Std., 2 sv....... 1.50-1.55 
3 sv. 1.40 
4 sv. 1.25-1.30 
Std., 4 sv. 1.20 
MARYLAND SWEETS 
Fey., No. 10, 3 sv 9.50 
8.75 
5 sv., & Uner. 
Ex. Std.. Unar., 8 -85-.90 
BOR: 1.30 
Ged. Me. 1.20 
Minwess 
Fey., 1 sv., 8 07....... ‘suataidioatlde 1.55-1.65 
2.00-2.15 
12.50 
1.10 
1.65 
1.10 
1.65 
10.50 
.90 
-1.40-1.45 
No. 10 8.00-8.50 
No. 303 1.30 
No. 10 7.25-7.50 
No. 10 7.00-7.25 
Std., 4 sv., No. 303..............1.20-1.25 
Mivpwest SWEETS 
No. 303 1.65 
No. 10 8.75-9.00 
No. 303 1.50 
8.25-8.50 
No. 303 1.45 
No. 10 8.00 
Fey., Ung., No. 1.50-1.55 
Bix, B BB 1.65 
Ex. Std., 4 sv., Ung., 8 02... .85-.8714 
No. 303 1.25-1.30 
No. 10 7.50-7.75 
No. 303 1.25 
No. 10 7.50 
Std., Ungr., No. 303.............. 1.20-1.25 
No. 10 7.00 
POTATOES, SWEET 
Md., Fey., Sy. Pack, 
No. 2% 2.20-2.30 
No. 3 Squat 2.10-2.20 
PUMPKIN 


Midwest, Fey., No. 393..(nom.) 1.00 


No. 21% (nom.) 1.40 
No. 10 .... (nom.) 5.15 
SAUERKRAUT 
Midwest, Fey., No. 303.... .92%4-.95 
1.00-1.071%4 
No. 2%4 1.25-1.30 
No. 10. 4.40 
214's 1.15-1.30 
No. 10 3.90-4.25 
No. 10 5.15 
SPINACH 
Md., Fey., 8 oz. RO 
No. 2 1.20-1.25 
1.60-1.65 
No. 10 5.75-6.00 
Ozark, Fey., No. 308 ............1.10-1.15 
No. 2% 1.45-1.55 
No. 10 5.25-5.50 


Calif., Fey. 


No, 2% nom. 
No. 10 4.60-4.70 
TOMATOES 

Md., Std., No. 1 
2.05-2 
No. 10 

No. 10 8.00-8.25 

New York, I’cy., Wh., 

No. 2 2.50 

8.50-8.75 

No. 2% 3.25 

No. 2 1.60-1.70 
No. 2% 2.40-2.50 

Std., No. 1 ..... .1,05-1.10 
No. 1.35-1.40 
No. 2% .25-2.30 
No. 10 Nom. 
No. _ 2.00 
2.50 
9.50 

Std., No. 1.40-1.45 
No. 10 7.50~ 7.60 

No. 2% 1.85 

1.25 

Me. 

TOMATO CATSUV 

No. 10 

No. 10 12.00 

11.00 

TOMATO PASTE (Ver 

7.50 
No. 10 (per doz.)..... 

6.00 

TOMATO PURE! 

Calif., Fey., 1.045, No. 1.65 
No. 2% 1.95 

Ind., 7" 1.045. No. 1 ... 1.00 

Md., * 1.06, No. 10.. 

No. 10 


FRUITS 
APPLE SAUCE 


East, Fey., No. 303..............1.385-1.45 
No. 10 7.75-8.00 
Calif. (gravensteins) 
1.50-1.55 
N.Y. Apples, fey., sl., No. 10....10.25 
APRICOTS 
No. 303 2.10-2.15 
No. 2% 3.50-3.60 
No. 10 12.00 
Choice, 8 oz 1.20-1.25 
No. 303 2.00-2.10 
No. 2% 3.10-8.20 
No. 10 11.00 
No. 10 9.85-10.10 
Whole, Unpeeled, No. 303.......... 1.70 
Whole Peeled, No. 3038..............06 2.20 
No. 2% 3.55-3.65 
No. 10 12.10-12.35 
CHERRIES 
R.S.P., Water, No. 
No. 2 2.60-2.65 
13.00-13.75 
N.W., Calif., R.A., Fey., 8 02.....1.75 
No. 303 8.05 
No. 2% 5.00 
No. 10 17.90 
Choice, 8 oz. 1.65 
No. 303 2.90 
No. 2% 4.70 
No. 10 16.60 
Std., No. 24% 4.25 
No. 10 15.10 
BY. De SOB 2.70 
COCKTAIL 
Fey., No. 803 2.25 


RICES 


No. 2% 
12.80-13.2 
Choice, No. 303 . 
3.35-3.° 
No. 10 12.2 


PEACHES 
Calif., Cling, Fey., + 
1.86-1,821 
No. 2% 
NNO, 10.25-10.¢') 


Elberta, Fey., No. 3.35 
No. 10 12.00 

PEARS 

Calif., Fey., No. 303 
No. 2% 

No. 10 

2.20 
No, 3.40-3.50 
.12.50-12.65 

Std., No. 303 22.01 
No. 

N. W. Bartletts, No. 2%, Fey...3.85 
Choice 8.5 


Standard .. 
No. 10, Fey. 


Choice _........ 
PINEAPPLE 
Hawaiian, Fcy., Sl., No. 2.......... 2.85 
No. 2% 3.34 
No. 10 12.60 
Crushed, No. 2 2.40 
‘No. 2% 2.95 
10.10-10.45 
No. 2% 2.85 
No. 10 12.00 
Std., Half Slices, No. 2............. 2.25 
No. 2% 2.70 
10.60-10.80 
PRUNE PLUMS 
No. 10 7.75 
No. 10 
No. 2% 2.25 
No. 10 7.75 
JUICES 
CITRUS, BLENDED 
5-10) 
46 oz. 2.00-2.15 
GRAPEFRUIT 
Fla., No, 2 902.971. 
1.90-2.05 
No. 10 3.90-4.10 
1.00 
46 oz. 2.15 
ORANGE 
1.00-1.07! 
46 oz, 2 
4.70-5.00 
PINEAPPLE 
Hawaiian, Fey., No. 1.00 
46 oz. 2.1214 
No. 10 4.49 
TOMATO 
2.40-2.5) 
46 oz. 2.50-2.69 
46 oz. 2.35-2.4)) 
No. 10 4.50 
46 oz. 2.59 
No. 10 4.75 
FISH 
SALMON—PEr CAsE 
Alaska, Red, No. 1T......... 28.00-29.0) 
16.00-17.0) 
Ps. BE 27.00-28.0)) 
16.00-17.0) 
Pink, Tall, No. 1 (nom) 20.00-21.0) 
Y's 13. 
Chums, Tall, No. 1........... 15.50-16.5 
9.00-9.5 
SARDINES—Per Case 
Maine, Oi! 7.00 


Calif., Ovals 48/1’s per case..7.00-7.69 
TUNA—Pasr Case 


Fey., Light Meat, 14’s......11.50-13.00 
Fey., White Meat, 1’s....13.50-16.00 


Grated 8.25 


— 
Choice, No. 808 7001.75 
| 
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